Munster Technological University

SWORD - South West Open Research
Deposit
Theses

Dissertations and Theses

2011

The Impact of Celebrity Endorsement on Public Relations and the
Consumer
Berenice Geraghty
Department of Media Communications, Cork Institute of Technology, Cork, Ireland .

Follow this and additional works at: https://sword.cit.ie/allthe
Part of the Advertising and Promotion Management Commons, and the Marketing Commons

Recommended Citation
Geraghty, Berenice, "The Impact of Celebrity Endorsement on Public Relations and the Consumer" (2011).
Theses [online].
Available at: https://sword.cit.ie/allthe/108

This Master Thesis is brought to you for free and open access by the Dissertations and Theses at SWORD - South
West Open Research Deposit. It has been accepted for inclusion in Theses by an authorized administrator of
SWORD - South West Open Research Deposit. For more information, please contact sword@cit.ie.

<v«^
i-

^
XaaS^ii '9>*^

'<as^

s.

'«*>*^.

% l§^
8
S ?■
'^JS^ .fcisSis*^

i^-. ■c^r-S ,•'?**>..

S &y^ Ai
e

S^a^

J?'*1^ ZLr*i^
3

,ef^ ^

2 c-A
y tii
rt ft

&■
si:

ii;.

^^

^4>sS5^ ii

*4::^ ^ 5iJ^'^*C33S»'

<;^i' ■<^!

3 ?‘ So*^

«;irf

tI^'?^.5j
'^fi»^ <&

^ 11«
iSi .-ti. ■‘ft#

r-*^^ ■
’W'’ ^

00158464

■

The Impact of Celebrity Endorsement on Public Relations Campaigns and the Consumer

Berenice Geraghty

A dissertation submitted in partial fulfilment of the requirements of
Cork Institute of Technology

For the degree of:
Master's Degree (M.A.) in
Public Relations with New Media

Supervised by Emmett Coffey

September 2011

oO<'’

d

'n.

Declaration

I hereby certify that this material, which ! now submit for assessment on the
programme of study leading to the award of:

Master^s Degree (M.A.) in Public Relations with New Media

is entirely my own work and has not been submitted for assessment for any academic
purpose other than in partial fulfilment for that stated above.

Signed.
Date....

Abstract
Celebrity culture and endorsement has become a huge part of public relations today.
Therefore it has become a core tactic within public relations campaigns and is becoming
increasingly important as a method for building a long standing relationship with the
consumer. The aim of this research study is to discover if celebrity endorsement makes an
impact within public relations campaigns - why it is selected as a public relations tactic and
how companies select celebrities to go with particular campaigns. The study also aims to
discover how celebrity endorsement affects the consumer.
A qualitative research design was chosen as there has not been enough previous research
done about this topic to investigate in a qualitative manner. Public relations professionals
were chosen in relation to their knowledge about public relations and celebrity
endorsement. A focus group was carried out by the researcher in to discover how
consumers are impacted by the tactic.
The extensive findings suggest that celebrity endorsement is indeed an influential public
relations tactic that is used for many reasons. The main ones are: to strengthen media
relations, more media coverage, to enhance reputation, to project company and campaign
messages, and maximise brand value and consumer loyalty.
The academic models of celebrity endorsement have been found to be used frequently by
public relations professionals although none of the participants followed a specific one.
They utilised a combination of the models including - match up, credibility, meaning transfer
and physical attractiveness. These four factors were deemed to be the most important
contributing factors for public relations professionals when choosing a celebrity.
The consumer opinions discovered by the researcher were not in agreement with the public
relations professionals. While all professionals deemed it to be influential if the fit was right,
not all consumers agreed and some stated that even where there was a good match, the
use of a celebrity turned them off the campaign.
The author has provided recommendations in regard to future research that could be
undertaken within this topic that would aid students of public relations and professionals in
the industry.
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1. Introduction
The main focus of this study is to identify why celebrities are used as a public relations
tactic within campaigns. The researcher will also endeavour to discover how particular
celebrities are chosen for public relations campaigns and in turn the effect this has on the
consumer. Overall it seeks to discover the impact of a celebrity endorsed campaign.
Although a number of studies have been undertaken into the usage of celebrity
endorsement and its impact on the consumer, this study aims to look at why celebrity
endorsement is used as a public relations tactic within campaigns today. There has been
little research in relation to celebrity endorsement from a public relations perspective and
the author aims to fill in the gaps that have been left in society in relation to this topic.
The world of celebrity and the definition of the modern celebrity has evolved and
changed dramatically in the last century and it is vital to note how this has affected the
public relations industry. Celebrity endorsement has almost evolved into an industry of its
own and it is crucial to discover how this has impacted upon public relations campaigns.

1.2 Research Question
As celebrity endorsement is becoming something that is more widely accepted as a
public relations tactic, it is imperative that this study be undertaken to discover the
effect is has on public relations campaigns and the consumers themselves.
Therefore the purpose of this study as stated is as follows."To Discover the Impact of Celebrity Endorsement on Public Relations Campaigns and
the Consumer".

To support this study the following research questions were formulated:
1. Why do companies select celebrity endorsement as a public relations tactic?
2. How do they select particular celebrities to go with certain campaigns?
3. How does the consumer view celebrity endorsement as being effective?
4. Does celebrity endorsement create an impact within a public relations
campaign?

1.3 Overview of Chapters
This research project is divided into various chapters and is structured as follows:
Chapter Two will provide a detailed and critical review of literature in relation to Public
Relations, communication theory, marketing public relations, consumer public
relations, branding, celebrity, celebrity endorsement and the models of celebrity
endorsement
Chapter Three involves the research methodology selected by the author by which
they will answer the research questions and achieve research objectives.
Chapter Four will examine the primary data gathered by the researcher. It will then be
analysed to discover whether it has fulfilled the research objectives outlined by the
author.
Chapter Five will draw concrete conclusions from the findings and analysis and will
outline recommendations for future research in conjunction with individuals involved
in the PR industry.

2. Literature Review
The aim of this chapter is to review all relevant literature concerning the author's
research. This is to gain a greater understanding of the topic being researched. There
have been few studies of a similar nature and so the literature reviewed focuses on
similar literature in the areas of public relations, communication theory, marketing
public relations, consumer public relations, branding, celebrity, celebrity endorsement
and the models of celebrity endorsement.

2.1 Public Relations
There has been much debate in relation to a specific definition of Public Relations (PR)
throughout history. This is due to the fact that PR is constantly evolving. Rex Harlow
(1976) has been credited with one of the most famous definitions of PR. After looking
at 472 definitions of Public Relations, Harlow formed his own "Public Relations is a distinctive management function which helps establish
and maintain mutual lines of communication, understanding, acceptance and
cooperation between on organisation and its publics; involves the management
of problems or issues; helps management to keep informed on and responsive
to public opinions; defines and emphasises the responsibility of management to
serve the public interest; helps management keep abreast of and effectively
utilise change; serving as an early warning system to help anticipate trends; and
uses research and ethicai communication techniques as its principle tools."

(Harlow 1976: 36)
Public Relations are essentially about reputation and relationships. This can be dated
back to the early 1900's with Edward Bernays 'The Father of Modern Public Relations'.
Bernays used theories of propaganda, persuasion and 'engineering of consent' to get
inside the mind-set of the consumer in the United States (Grunig and Hunt 1984.
Over time definitions have evolved to incorporate the importance of public relations to
reputation management. Cutlip et Al declare that:
'Public Relations is the management function that establishes and maintains mutually
beneficial relationships between an organisation and the publics on whom its success
or failure depends' (Cutlip et Al 2000: 6)
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It cannot be denied that Public Relations is about reputation - it is about creating a
favourable image for the company so that they can satisfy their publics. The CIPR
emphasise this idea further: Public Relations is about reputation - the result of what
you do, what you say and what others say about you' (Theaker 2008: 5).
However, despite the positive aspirations that Public Relations can bring to
organisational functions, there have been many negative perceptions regarding the
industry and the practitioner themselves. White and Park (2010) conducted a study on
the negative projections of public relations in the media and stated that; "Themes
found across previous studies include conceptualizations of public relations as damage
control, publicity, an attempt to hide or disguise the truth, an attempt to advance a
company's agenda, and public relations as nonsubstantive activities". It has been
found that journalists consistently refer to PR in a negative context. The results of the
study conveyed that "Although the study found public relations was considered to be
an important communication activity for an organisation, it still was associated with
tactical functions and commonly held assumptions about the practice: that public
relations is publicity, media relations, and an attempt to advance an organization's
own agenda" { White and Parker 2010: 5).

L'Etang (2008) takes the same line of thought as the journalists discussed in White and
Parkers studies. She believed that Public Relations is nothing more than propaganda,
spin and the art of persuasion.
Effective Public Relations is essentially about communicating with an organisations
client. It is about achieving high levels of communication so that business objectives
can be achieved to their highest potential. Tench and Yeomans (2009) discuss how the
position of the senior PR practitioner can give a good indication of how the function is
regarded within organisations.
Harrison (2000) defends public relations in that she states that definitions will move
away from persuasion and move onto two way communications. Harrison (2000)
illuminates the value of public relations by stating that building a relationship of trust
through good public relations can strengthen a company and help it do prosper
especially during difficult times.

2.2 Public Relations and Communication
Grunig and Hunt recognised in 1984 that there had been evidence of public relations
activities down through the years. The study was the first of its kind to recognise the
different ways in which public relations was practiced by practitioners in a number of
disciplines. Four models of communication were identified. These models were
named: the press Agentry/publicity model, the public information model, the two-way
asymmetrical model and the two-way symmetrical model. These four models have
been identified in historical events and yet are still evident in the modern practice of
public relations today.
2.2.1 The Press Agentry/ Publicity Model
Grunig and Hunt (1984) claimed that the press agents of the mid-19^^ century were the
first full-time specialists to practice public relations. These press agents practiced the
press agentry/puhlicity model for heroes such as Buffalo- Bill Cody, Andrew Jackson
and Calamity Jane. This press agentry/publicity model is often associated with
propaganda. It practices one way communication from sender to receiver. Harrison
(2000) argues that it is often used to promote or sell goods or services. The model is
still evident in the sports and entertainment industries. The press agentry/publicity
model is most often associated with celebrity PR. Within this model, celebrities are
publicised to the public by usage of media coverage. Often very little research is
involved in this model. It seeks to convince or induce action (Grunig and Hunt 1984).
"Practitioners in these organisations concern themselves mostly with getting attention
in the medio for their clients" (Grunig and Hunt 1984: 25).

2.2.2 The Public Information Model
The public information models shares some similarities with the press
agentry/publicity model in that it is another form of one way communication. However
the major difference here is that "The public information model is used to disseminate
information to one or more publics. It is one-way, from sender to receiver, but truth is
important" (Harrison 2000: 42). The historical public relations figure. Ivy Lee is often
used to represent this model of communication. Theaker (2008) argues that he
persuaded businesses to be less secretive about their objectives and release more

accurate information to the public. This model is often used to inform publics of
functions and campaigns by health organisations, government bodies or charities.
Harrison (2000) claims that this model is the most frequently used in today's society
with it being used by approximately fifty per cent of organisations. Often a celebrity is
placed at the forefront of public information campaigns in order to gain the support of
the public. This can be seen in healthcare campaigns such as Ronan Keating
establishing the Marie Keating Foundation, a cancer research organisation he set up
after his mother died as a result of breast cancer. Ronan is now seen as the face of this
organisation and any promotion they carry out.

2.2.3 The Two-Way Asymmetrical Communications Model
Edward Bernays, as previously mentioned, has been associated with the emergence of
practicing two-way communications in organisations. Bernays believed that
understanding the motivations of people was the secret of successful manipulation.
Bernays wanted to understand the minds of the masses in order to package products,
services and goods in an attractive and irresistible way to the consumers in the United
States. Grunig and Hunt (1984) discuss the fact that Bernays was of the illusion that if
people could be manipulated for evil then similarly they could be manipulated for
good also. 'Communication is two-way from sender to receiver and with feedback from
the receiver, but the power lies with the sender, whose intention is to persuade the
receiver to accept and support the sender organisation' (Harrison 2000: 42). Theaker

(2008) agrees with Harrison (2000) by stating that the change must be in the audience
rather than the organisational practices. Therefore should celebrity be involved in the
two way asymmetrical approach then it would be expected that the celebrity should
change the opinions of the audience. The celebrity themselves is not willing to change.

2.2.4 The Two- Way Symmetrical Communications Model
Theaker (2008) asserts this model of communication as the "ideal" of public relations.
This model is the preferred method of communication within modern public relations
practice today. It allows "a mutual understanding" between and organisation and its
publics (Harrison 2000). Both parties modify their attitudes and adapt to what the
7

other party wants. This is the most ethical form of communication as both the needs of
the organisation and the client are considered.
'Communication in this model is fully reciprocal and power relationships are balanced.
The terms 'sender' and 'receiver' are not applicable in such a communication process
where the goal is mutual understanding' (Theaker 2008: 31).
Van Ruler (2004) argues that the real power of public relations can be traced back to
two-way communications. However, these actions have been guided by the
publicity/press agentry and public information models.

2.3 Public Relations and Marketing
Rogers (2007) informs that Tor many marketing people, public relations are about free
"publicity" to support the promotion of products and services. Public relations has a
role far beyond marketing communication '(quoted in Tench and Yeomans 2009: 31).
Marketing is an area that is commonly confused with the practice of public relations.
This is sometimes due to the fact that public relations are often listed in marketing
texts as an action that is in support of the marketing function (Harrison 2000).
Harrison (2000) argues that the elements that distinguish the differences are not
clearly defined. Marketing provides a narrower function in that it usually aims to reach
a target audience in order to sell goods or services. However, public relations satisfy a
much broader function in that it strives to create long lasting bonds and relationships
with stakeholders.
Kotler (1989) defined marketing as "the analysis, planning, implementation and control
of programs designed to bring about desired exchanges with target markets for the
purpose of personal or mutual gain.' Similarly the Institute of Marketing defines
marketing as 'the management process responsible for identifying, anticipating and
satisfying consumer requirements profitably" (quoted in Theaker 2008: 11). It can be
noted from these arguments that financial reward or profit is a core objective of
marketing campaigns.
Public relations campaigns can be contrasted in relation to marketing campaigns in
that there are often no physical goods or services to sell but rather messages to
8

communicate. For example, armed services or charities functions are too complex for
marketing- they need to build relationships with their publics. It is for this reason that
public relations departments exist (Theaker 2008).
Kitchen (1997: 28) explains that
'Marketing is concerned with an organisation's exchange relationship with
customers in which quid pro transactions occur. On the other hand, PR deals
with a broader range of publics involved with or affected by the
organisation... Both marketing and PR functions ore important to an
organisation. Subsuming PR into marketing delimits organisational ability to
function successfully in highly competitive environments.'
Therefore should both departments come together there is potential for long term
success. Both departments are essential for effective communication.

2.3.1 Integrated Marketing Communications (IMC)
In relation to public relations and marketing, Cutlip et al (2009) state that these two
major communication and outreach functions must work together in dealing with an
organisation's publics. It is sometimes referred to as integrated communications.
This has led to the development of integrated marketing communications in which the
different elements of marketing and PR are combined for the benefit of the
organisation and the consumer. Hughes and Fill (2007) highlighted the shift in
emphasis from promoting to a target audience to communicating with the audience.
The two-way nature of communication is now at the forefront, even for those fast
moving consumer goods brands with millions of globally based consumers (quoted in
Tench and Yeomans 2009: 500).
Don Schultz (1993) stated that:
'IMC is the process of developing and implementing various forms of persuasive
communications programs with customers and prospects over time. The goal of IMC is
to influence or directly affect the behaviour of the selected audience' ^quoted in
Kitchen and Pelsmacker 1999: 6)

There has been a major alteration in recent times to more IMC actions within
corporations. This is due to the fact that many industries, such as the celebrity sector,
can be short lived when promoted and IMC is beneficial here in that in creates longer
lasting relationships over time. Semenik (2002) agrees by defining IMC as the process
of using promotional tools in a combined way so that a synergistic communications
effect is created (quoted in Medcalf 2004: 16).
Therefore, with the emergence of IMC, it should allow organisations to stand out from
the crowd as they aim to satisfy and communicate with all publics. The key to this
concept is that all communication functions are combined into the same department
or team and directed by the same communications plan (Tench and Yeomans 2009j.
Grunig et al (2002) argue that numerous scholars and professionals have called for the
incorporation of all communication activities into a single division or for
communication to be synchronized in some way by a chief reputation officer.
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2.4 Public Relations and the Consumer
Tench and Yeomans (2009) discuss how public relations have evolved to win over the
hearts and minds of the consumer. Public relations have become an integral part of
the marketing mix in relation to connecting with the consumer.
World famous 'super brands' such as Virgin and Amazon are now placing PR at the
forefront of their marketing and communications strategies, "...the universe of
consumer PR is expanding rapidly and it is a challenging and intoxicating place for a
practitioner to be" (Tench and Yeomans 2009: 410).
Caywood (1997) defines a consumer as “anyone from whom the organisation wants
something" Although the primary role of consumer campaigns may be viewed as
generating sales, by intertwining PR into these campaigns - the minds and attitudes of
consumers can be changed. Tench and Yeomans (2009) argue that PR can create a
more favourable sales platform for a company and its products and will enhance the
consumers need to purchase. PR will allow the key communicative messages to stay
imprinted on the mind of the consumer long after they have made the purchase.
Consumer PR campaigns have become an integral part of building relationships and
increasing two-way communications with the clients and consumers of organisations.
The practitioner has many tools at reach to create a favourable consumer campaign.
There are many dimensions in consumer campaigns such as events, sponsorship,
media relations and more recently the association of a celebrity or famous figure to be
associated with a consumer or lifestyle PR campaign. Often a lot of these elements are
collectively put together to create an integrated campaign that will reach a higher
number of consumers. For example, a sponsorship might be promoted through a
media relations campaign and a series of events (Tench and Yeomans 2009).
Consumer PR can be further dissected into many other specialist areas. Each one must
focus on the specific media in relation to its market.
"Fashion PR has to gear itself to the timetable of the seasons and the catwalk shows in
the main cities of Milan, London and New York...Those who deal with clients who
produce fast moving consumer goods have to have different approaches to those who
produce white goods or cors..."(Theaker 2008: 304).
11

However, no matter what sector of consumer PR that the practitioner is working on PR
will influence the consumer by sending persuasive messages while also developing a
relationship with the consumers involved.
2.4.1 Public Relations and Branding
Theaker (2008) discusses that consumer PR and marketing communications are often
concerned with brands. A brand can be defined as: "The value of a name of a product
or company and how this affects people's buying behaviour' (Theaker 2008: 304). Our
world is overflowing with brands - everything and everybody are now referred to as a
brand 'pop stars, sportsmen, royalty, airlines, places, politicians - never mind the
products that line the shelves in the supermarkets or fill the shops on the high street'
(Tench and Yeomans 2009: 417).
Morgan (1999) discusses a brand as an entity that satisfies the following conditions:
A brand is something that has a buyer and a seller; this does not have to be a financial
transaction. For example Tiger Woods not Prince William. A brand involves something
that has a differentiating name, symbol or trademark and further to that it can be
differentiated from similar products in that market. For example, Nike is seen as elite
sports footwear. A brand is also something that has positive or negative associations in
consumers' minds for reasons other than its literal product characteristics e.g. Coca
Cola. It is also something that has been created and has not naturally occurred.
In relation to consumer campaigns and strategies branding has been proven to have
emotional power. Purchasing decisions are often made under the power of public
relations in influencing emotion and connection to a particular brand. Tench and
Yeomans (2009) acknowledge this by stating that PR can be used to demonstrate that
a brand empathises with the needs and concerns of certain groups of people, allowing
it to connect and support itself with consumers in an indirect but powerful
relationship.
Levine (2003) in his work discusses how the concepts of public relations and branding
are closely intertwined. It is the task of PR to encourage the public to have positive
thoughts and feelings about a particular product, service or individual. He goes on to
state that 'Branding is the idea that a particular set of attributes will encourage the
12

public to have positive thoughts about a particular company, product, service or
individual. It is a subtle distinction but an essential one' (Levine 2003: 16). (Heirbert
2001: 244) quotes Travis in that "Marketing is no longer about selling," he writes. "It's
about creating relationships with customers that cultivate emotional preference for
your brand."
Adam Christing, president and founder of Clean Comedians, a company that provides
meeting planners with G-rated comedians said:
"Public relations takes the brand and mokes it mobile, makes it more visible. It's like
taking a bond that's been successful in a local neighbourhood and taking it out on the
road so more people can experience it" (quoted in Levine 2003: 19).
Just launching a successful brand is not enough in today's competitive environment.
The brands itself and the initial relationship built must be maintained. Levine (2003)
states that brand maintenance implies a continuous effort to keep the public
informed- to continue public relations efforts that will reinforce the brand identity
with the public and will remind consumers about the attributes they found attractive
in the beginning.
(Tench and Yeomans 2009: 418) argue that
"From an implementation perspective, this is one of the reasons that many PR
campaigns hook into lifestyle issues and popular culture, using celebrity
association, the services of psychologists, anthropologists, fashion gurus, chefs,
interior designers and a range of other experts to add bite and relevance to
their campaigns".
Tench and Yeomans (2009) state that this is evident within a brand building consumer
campaign by Britannia Building Society. They had never been viewed as a consumer
driven organisation and wanted to freshen up their identity to reach a younger, more
professional audience. The aim was to 'reposition the building society as a consumerfocused organisation in touch with modern lives and social changes'. The 'Kylie
Generation' was to give a fun element to the campaign as Kylie Minogue was a model
professional singleton at the time. This was thought to appeal to a younger consumer
audience. The campaign received a huge amount of coverage which encourages
13

Britannia to invest in a number of consumer campaigns to enhance their brand
recognition. It has nowadays become a common brand building tool to use celebrities
such as Kylie Minogue to influence the consumer and at the same time strengthen the
brand of the company at hand.
(Theaker 2008) observes that associating brands with celebrities has been justified as
another way to influence buyer behaviour. Celebrities are chosen in order to appeal to
the target market of the brand. This type of association can be seen with many
products such as Cheryl Cole being associated with L'Oreal or Chris Martin of Coldplay
being associated with the charity Oxfarn.
(Levine 2003) argues that it is much more difficult to brand a person as opposed to a
product. Al Ries, author of "The Fall of Advertising and the Rise of PR" claims that "Just
because people know your name doesn't make you a brand. You have to stand for
something, preferably something positive. All these celebrity brands are built by
PR...Any noun that exists in the mind is a brand...United States is a brand...Madonna is
a brand, people are brands", (quoted in Levine 2003)

2.4.2 Reputation
(L'Etang 2007) stated that reputation is formed outside the organisation on the basis
of subjective impressions. Therefore the role of consumer PR and also the role of
branding can greatly influence the reputation the company portrays to the outside
world.
"An organisations reputation is what people believe about it based on their own or
others' experience of its products and services....A good reputation has to be earned"
(Harrison 2000: 72)
Public relations can often be concerned with relationship management which is the
when the needs of the publics are put at the centre of organisational communication.
"Strategies and tactics should always be assessed in terms of their effect on the
relationship and its publics, rather than, for example, the benefits they provide for the
organisation" (Tench and Yeomans 2009: 156)
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This has led to the emergence of corporate branding which allows consumers to
simplify their choices due to emotional, functional and spiritual consistency.
Consequently corporate branding will improve relationship management and lead to
the emergence of corporate identity (L'Etang 2008).
Danny Moss (2004) claimed that "There is a greater recognition of the importance of
communications and that reputation cannot be taken for granted. In a mature
economy it is increasingly difficult to find tangible sources of differentiation and it is the
reputation and relationships which organisations establish with their stakeholders
which are the drivers of corporate success" (quoted in Theaker 2008 : 379).
Reputation Management has become of major importance within the public relations
industry. Oliver (2007) discusses that we are now living in a celebrity driven world
where even prominent business people are groomed for public acceptance and
promoted as icons.
Mackiewicz (1993) also states that a strong corporate image and reputation is essential
in the recent era of high end competition. The growth of the celebrity as a brand has
further infused this notion.
Consider Marks and Spencer using Danni Minogue as a reputation management tool.
Danni Minogue is viewed as a mother, businesswoman and a wife to the public,
therefore should people see her as associated with Marks and Spencer it will
strengthen their image and reputation. It is something that cannot be overlooked.
Oliver (2007) also argues that the consumer's beliefs make up the product, brand and
company image. If we look at Tiger Woods and the brand and reputation he has
created for Nike, it can show that reputation is essential to any brand. The usage of
using a celebrity to enhance reputation is growing every day.

2.5 Celebrity Definition
Daniel Boorstin in 1961 derived the best known and most widely used definition of
celebrity. He deemed a celebrity to be "a person who is known for his well-knowness'
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(Nuesch 2007). Similarly Tench and Yeomans (2009) state that a celebrity is a "well
recognised person who commands o high degree of public and media attention".
The popularity of the celebrity grew in the 1920's as magazines turned their attention
to people from the entertainments industry; namely the movie, sport and nightclub
circuit. These early foundations of what defined a celebrity can be seen in the modern
explanation of a celebrity. (Turner 2004) argues that the contemporary celebrity will
usually materialise from the sports or entertainment industries. He states that they will
be "highly visible through the media and their private lives will attract greater
attention than their public lives".
(Pringle 2004: xxiv) informs that:
"a genuine celebrity has a clearly defined personality and reputation: he or she is
known to be extremely good at something beyond appearing in advertising and it is
their outstanding skill in their chosen field of their endeavour which has brought them
into the public eye and made them an object of veneration and respect".
The emergence and global growth of celebrity is seen as a cultural change. (Turner
2004) outlines the fact that celebrity has become a key area of media attention and
personal interest. Not only this, it is now one of the key places where cultural meetings
are negotiated and controlled. Boorstin (1961) claimed that celebrities were fabricated
on purpose to satisfy our exaggerated expectations of human greatness.
It is interesting to note that Chris Rojek (2001) and John Frow (1999) suggest that the
cultural function of the celebrity today contains similarities with the functions normally
associated with religion. For example, in the case of Elvis Presley, the well-known pop
star would have been regarded as a 'God' by some individuals. These fans would have
viewed him to have inherent qualities that others didn't. Cashmore (2006) enforces
this idea by claiming that many individuals now spend more time following the lives of
celebrities rather than familiarising themselves with 'legitimate' news.
Tench and Yeomans (2009) acknowledge that celebrity culture is not a new trend. It
has just been taken to a new level as media consumption and globalisation have
increased. Similarly, Rojek (2001) states that the rise of the celebrity is "a phenomenon
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of the mass circulation of newspapers, TV, radio and film" (Rojek 2001: 16). Giles
(2000) also defines the modern celebrity as a 'media production'.
Giles (2000) also claimed that fame is a process and a consequence of how certain
individuals are publicised by the media. However, many modern celebrities do not go
through the 'process' that Giles speaks about. Rojek (2001) claims that achieving
celebrity status can be a case of having star quality or at an opposite end of the
spectrum- having blind good luck. The emergence and phenomenon of reality
television are in which shows such as the X Factor or Big Brother have allowed regular
individuals to become famous overnight portray this.
Cashmore (2006) acknowledges the fact that after the 1990's people who were
deemed 'unworthy' achieved celebrity status - without seeming to do anything at all.
It seems that the world famous quote from Andy Warhol will remain true in that he
stated that "In the future everybody will be famous for fifteen minutes" (Tench and
Yeomans 2009).
Giles (2000) discusses how the brutal reality of the modern age is that all famous
people are treated like celebrities by the mass media, whether they are a great
political leader, an artist 'touched by genius' or a serial killer. The newspapers and
television programmers responsible for their publicity do not draw any meaningful
distinction between how they are publicised.
Cashmore (2006) disagrees with the fact that nowadays anyone can be deemed a
celebrity. He stated that:
"The world was being persuaded that people with no talent, no obvious gifts, nor any
characteristic deserving of distinction were worthy of our serious attention just because
they were in the media world. It worked."
Although there are many negative connotations of the modern celebrity, Bonner
(2005) discusses the fact that celebrity has now become one of the main ways in which
information is disseminated to the world.
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2.6 Celebrity Endorsement
Teilis (1998) discusses that the term “endorsement" is used to deliberate any
advertising communication that consumers are likely to believe reflect opinions,
beliefs, findings or experience of a party other than those of the sponsoring advertiser.
McCracken (1989) in his studies stated that the use of the celebrity in the
endorsement process brought meaning to the message being communicated to the
intended audience. He believed the celebrity endorsers functions were to lend name
and image to a campaign. (McCracken 1989: 310) defined a celebrity endorser as "any
individual who enjoys public recognition and who uses this recognition on behalf of a
consumer good by appearing with it in an advertisement".
Celebrities provide an advantage to the "bottom line". The use of celebrity
endorsement can profoundly influence purchase decisions which enhances the bottom
line for the brand or business. If this was not proven to be effective then it would not
be used repeatedly as a business tactic (Tench and Yeomans 2009).
Bruce et al (2004) enforce the fact that celebrity endorsement is on the rise. Also
nowadays the average company will offer payment to a celebrity to promote their
product or service. The celebrity is specifically chosen in relation to gender, age and
social status as they offer a greater precision in comparison to anonymous actors and
models.
Adidas, the German sportswear firm used the term "symbols" to represent their key
sponsored football stars such as David Beckham and Alexandro Del Piero. Beckham
especially was marketed as the global symbol for Adidas. This communicated the vision
of Adidas to a hopeful generation of would be football megastars. Those that bought
the products made the purchase decision by contemplating they would be like and
play like "Becks". Here the connection was established between the celebrity and the
products endorsed by David Beckham (Tench and Yeomans 2009).
Celebrity endorsement is the most prevalent of all categories of endorsement. It is
used in 25% approx, of all advertisements (Shimp 2003). Tench and Yeomans (2009)
argue that celebrity endorsement makes advertisement and promotion more credible
and relevant to the purchaser. It distinguishes one brand from another.
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Correspondingly Kotler (2003) claims that celebrity endorsement can "enhance both
company image and brand attitudes...and can iead to increased profits and sales".

2.7 The Role of Celebrity Endorsement in Public Relations
Erdrogan (1999) states that celebrities have been endorsing products since the late
Nineteenth century, they have been used as a source of promotion for many goods
and services.
Tench and Yeomans (2009) acknowledge the Celebrity PR is often seen as the
Cinderella specialist area of PR - but this should not be the case. Max Clifford - one of
the worlds most celebrated publicists had gained the power to "break" celebrity
stories. He claims to have broken the highest number of tabloid stories among all UK
journalists.
"Celebrity PR and the publicist are often highlighted by the tabloid media as examples
of the 'PR' industry. The reality is that celebrity PR and the publicist are influential but
small elements of the global PR industry" (Tench and Yeomans 2009: 625).
The role of the practitioner is undeniably important in the progression of the modern
celebrity as one of their primary functions is the management of communication of
information.
King (2006) states how entertainment in public relations is used as bait to attract other
audiences. Therefore celebrity endorsement is leveraged as a promotional strategy.
King (2006) also discusses that Public Relations efforts to infuse corporate objectives
more openly into news and entertainment media content are becoming progressively
more important.
Wagner (1998) in her article "Marketing to a celebrity obsessed society" argued that
"with the right PR anyone can become famous. She discussed that publicists are often
hired by celebrities to ensure they are getting the correct media responsiveness. By
hiring the right group of celebritisers it seems that anyone can become famous perhaps even for longer than the fifteen minutes that Andy Warhol once predicted.
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2.8 Models of Celebrity Endorsement
This section wili deal with investigating and reviewing the theory of models that are
related to celebrity endorsement. These models are often taken into consideration
when choosing a celebrity for a promotional campaign in regard to public relations.
2.8.1The Meaning Transfer Model
The meaning transfer model claims that the effectiveness of the endorser depends on
the meaning he/she will bring to the endorsement process and the product or service
itself. McCracken (1989) identified that celebrities bring their own meanings to the
products being endorsed for example- status, class and lifestyle. These meanings are
then transferred to the product and then to the consumer. According to Fowles (1996)
advertisers' rationale for hiring celebrities to endorse products is that people consume
images of celebrities and advertisers hope that people will also consume products
associated with celebrities. McCracken (1989) stated that any product can contain any
meaning and in this circumstance the transfer process must be carefully scrutinized
and controlled. Consumers purchase goods and services not only as a utility but as a
meaning that fashions who they are and the world in which they want to live.
McCracken (1989) explains the meaning transfer process takes place in three stages:
Stage One: The endorsement gives an advertisement access to a special category of a

person from a culturally constituted world. Detailed and powerful meanings are given
to the product by the celebrity. This gives depth and power to the product. The
celebrity is said to develop their ''own" meaning.
Stage Two: This stage involves the transfer of the developed meanings to the

products. Often a similarity must be identified between the celebrity and the product
so that the last stage can take place. The campaign must identify and deliver meanings
once celebrities are chosen.
Stage Three: This stage involves how the process of celebrity endorsement helps

consumers get the meaning from the products transferred into their lives. Consumers,
during this stage will actively look for certain meanings from products. There is often
no automatic transfer and this can be a difficult stage of the meaning transfer model.
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2.5.2 The Source Models
There are two source models identified by McCracken (1989) namely the source
credibility model and the source attractiveness model. Both were devised originally for
the study of communications and have been applied only latterly to the endorsement
process. Both are designed to determine the conditions under which the message
sender or source is persuasive.
The source phenomenon suggests that the array of characteristics as perceived by the
consumer will influence the persuasiveness of the sources message or meaning
(O'Mahony and Meenaghan 1998).
2.5.3 The Source Credibility Model
According to Erdogan (1999) the source credibility model are the effects of the
honesty, integrity and believability of an endorser. Friedman and Friedman (1979)
claimed that trustworthiness is the major determinant of source credibility. Hovland et
al (1953) argue that a consumers tendency to accept the "meanings" by a given
communicator or endorser will depend upon how well informed and intelligent they
believe the communicator to be. Therefore should the endorser be viewed as
trustworthy, informed and intelligent then they will be seen as credible. This is often
not followed through by the celebrity. If we look at Kerry Katona as an endorser for
Iceland's frozen products, when she became involved in the campaign she was seen as
a young, busy career driven woman and highly credible to Iceland's brand. However
this credibility soon took a dive in regard to her abuse of drugs and alcohol - she was
no longer a credible source.
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2.3.4 The Match-Up Hypothesis
Erdogan (1999) in his study "Celebrity Endorsement as a Literature Review" discusses
that Forkan (1980) and Kamins (1990) argue that "The Product Match-up Hypothesis
maintains that messages conveyed by celebrity image and the product message should
be congruent for effective advertising". This model states that there should be a
perceived "fit" between the celebrity and the brand image to achieve an effective
message to consumers. Similarly, Erdogan (1999) also discusses that similarly Kamins
(1990) argues that an "attractive models inclusion in an advertisement may in some
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consumer minds intrinsically prompt the idea that use of a brand endorsed by a
celebrity will enhance attractiveness as it did for the celebrity, hence, provide adaptive
information." If we consider Kim Kardashian as an endorser for sketchers we can see
the "fit" is highly evident. Kim displays the picture of a young woman who looks after
her body and likes to keep fit - exactly what purchasing sketchers can bring to an
individual's well-being. Similarly as Kim is physically attractive, consumers of the
product may feel they can capture some of her beauty buy using the same products as
her.
Erodgan (1999) also argues that "the absence of connection between celebrity
endorsers and product brand may lead consumers to the belief that the celebrity has
been bought i.e. handsomely paid to endorse the product or service". Therefore there
must be a specific "match-up" between the product and the endorser to portray the
brand in a positive light. A significant relationship must be evident. According to Evans
(1998) if there is no relationship evident then people will only remember the celebrity
and not the product. Evans (1998) refers to this as the "vampire effect" in which the
celebrity will "suck the life dry" from a product when a specific relationship does not
exist.
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3. Research Methodology
The main objective of this chapter is to provide the reader with an understanding of
the research methods and approaches used by the author to answer the research
question. The chapter will outline the research design, discuss primary and secondary
approaches used to gather data and explain any limitations that may occur during the
research process.
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3.1 Research Methodology
Research methodology can be referred to as:
"The theory of how research should be undertaken, including the theoretical and
philosophical assumptions upon which research is based and the implications of these
for the method or methods adopted" (Saunders et al 2009: 595).

3.2 Qualitative Research
For this research project, a qualitative approach as decided upon as it was thought to
include the best approaches and methods to answer the authors research objectives.
Denscombe (2007) discusses the fact that qualitative research is often associated with
small scale studies. Denscombe (2007) also states the there is a strong tendency for
qualitative research to be relatively focused in terms of the scope of the study and it
usually involves a small number of people or situations.
"Qualitative research uses text as an empirical material (instead of numbers), starts
from the notion of the social construction under study, is interested in the perspectives
of participants, in everyday practices and everyday knowledge referring to the issue of
study" (FWck 2007: 2).
In this regard, as there has been very little or no research in the area of celebrity
endorsement and public relations campaigns, a qualitative approach is necessary to
achieve the research objectives. As there is a shortage of academic research in relation
to this topic, it would be very difficult for the author to take a quantitative approach as
there are no theories or statistics to test in relation to the research question.
"Quantitative data is data which is measurable, 'countable' or quantifiable, i.e.
Numeric information" ( Glathorn, 1998). Therefore as there are no forms of pervious
data it would cause major issues for the author.
Daymon and Holloway (2011) discuss the fact that both qualitative and quantitative
research approaches have value. However depending on the research question, certain
questions are more suited to a qualitative approach while others fit better with a
quantitative process.
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A qualitative approach will be undertaken by the author as in depth information is
essential to answer the research questions; this would not be possible with a
quantitative style of research.
"Qualitative researchers seek to uncover the views and meanings held by
research participants, to understand the world in their terms and therefore to
take account of the many changing ways of understanding what it means to be
involved in communicating as a member of a stakeholder group or as a
practitioner" (Daymon and Holloway 2011: 7).
This study comes under an exploratory category where the author will seek in depth
information from participants involved in the industry. This shows that there is very
little research in relation to the impact of celebrity endorsement on public relations
campaigns.
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A specific research design is essential in order to gather reliable and valid data in order
to achieve research objectives. Research design can be defined as:

"The general plan of how you will of how you will go about answering your
research guestion(s). It will contain clear objectives derived from your research
question(s), specify the sources from which you intend to collect data, and
consider the constraints that you will inevitably have(e.g. Access to time, data,
location and money), as well as discussing ethical issues. Crucially, it should
reflect the fact that you have thought carefully about why you are implying your
specific research design." (Saunders et al 2009: 136)
Therefore for this research project the author will carry out all the above steps as
outlines by Saunders et al (2009) for a specific research design process.
The core focus of this study was to discover how celebrity endorsement is impacting
public relations campaigns today. A qualitative research design is imperative for this
study. The methods of qualitative research that were employed in the research were
semi-structured interviews and a focus group.
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3.4 Data Collection Methods
Although the primary method of research employed was qualitative, both primary and
secondary data were gathered. Saunders et al (2009) argue that almost all research
projects require a mixture of primary and secondary data collection to achieve the
intended research objectives. A detailed literature review was undertaken in gathering
secondary data. Semi Structured interviews and a focus group were selected as the
primary research methods.

3.4.1 Secondary Research
"Secondary information consists of sources of data and other information
collected by others and archived in some form. These sources include
government reports, industry studies, archived data sets and syndicated
information services as well as the traditional books and journals found in
libraries. Secondary information offers relatively quick and inexpensive answers
to many questions and is almost always the point of departure for primary
research" (Stewart and Kamins 1993: 1)
Stewart and Kamins (1993) discuss that secondary research differs from primary in that
the research design is not the responsibility of the researcher. They can only analyse
what is already there by previous researchers. In the case of primary research, the
research design is the sole responsibility of the author.
For this study, the researcher carried out a detailed literature review of all secondary
academic material ranging from public relations definitions to models of celebrity
endorsement. Larzfield (1972) states that a literature review has many advantages;
"It allows the researcher to define problems and access data. Most importantly it hones
the researchers' ability to deal with unexpected concepts that emerge through the
research process" (quoted in McCracken 1989:31).
The vast amount of secondary research allowed the researcher to prepare for the
primary research to take place. A large number of academic sources were accessed
through the CIT library. Academic texts and online databases such as Science Direct
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and Academic Source Premier were used to find relevant articles in relation to the
research objectives.
A large amount of the data that was looked at had to be disregarded due to the fact
that it was not relevant to the study at hand. This is again due to the fact that so little
research has been undertaken in relation to this topic. For example many of the
articles accessed discussed the effects of celebrity endorsement on consumer
behaviour rather than public relations campaigns themselves.
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3.4.2 Primary Research
Chisnall (1992) stated that primary research is research that is carried out for the first
time. From the findings of the secondary research, primary research is now necessary
to enforce the findings. The primary research will answer the research question in
relation to the impact of celebrity endorsement on public relations campaigns. The
methods of primary research chosen to achieve this were interviews and a focus
group.
Prior to collecting primary data, it was essential for the author to read a vast amount
of academic literature in order to be well informed about the PR industry itself and the
impact of celebrity endorsement on the said industry.
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3.5 Interviews
"The interview is a conversation, the art of asking questions and listening. It is
not a neutral tool, for at least two people create the reality of the interview
situation. In this situation answers are given. Thus the interview produces
situated understandings grounded in specific international episodes. This
method is influenced by the personal characteristics of the interviewer,
including race, class, ethnicity and gender" (Denzin and Lincoln; 48).
It was thought that interviews of a semi structured format would be best suited to this
type of exploratory qualitative study as the researcher would gain more credible
information. Daymon and Holloway (2011) discuss that interviews of a qualitative
nature are more flexible and provide more in depth information. The interviewer can
also explore their own thoughts deeply and exert as much control as they like over the
interview.

3.5.1 Gaining Access to Participants
Interview participants were carefully chosen in regard to their experience and
knowledge of the topic being researched. It was crucial to select a sample of subjects
that had extensive knowledge of public relations campaigns and how celebrity
endorsement affected such campaigns from a professional aspect.
Interviews were arranged by sending an introductory email, this outlined relevant
information about the author, the study being conducted and why the participants'
knowledge was valuable to the outcome of the study.
Therefore, if the participant agreed to take part in the research, lists of interview
questions were emailed prior to the interview taking place. This allowed the
interviewer to become prepared themselves in relation to responses. A telephone call
was the next step to arrange a time and place that was convenient to both the
researcher and the participant for the interview to take place.

30

3.6 Semi Structured Interviews
Semi Structured depth interviews were thought to be the most appropriate type of
interview to apply to the participants. Denzin and Lincoln (2003) argue that an
unstructured interviewing style can provide a greater volume of data in comparison to
other forms of interview given that they have a qualitative nature. However, the
researcher felt that it was necessary to have a light structure in order to achieve a
balanced amount of credible data from each participant.
Flick (2009) argues that the analytical techniques that are selected for semi-structured
interviews within the framework of an investigation will depend on goals, questions
and methodological approach but also on how much time and equipment are
available.
The researcher composed a list of questions for respondents. This consisted as a set of
questions that would be applied to all participants but there were also separate
specific questions for each participant in regard to certain campaigns that they had
worked on that linked with the research topic. As the interviews were only semistructured some of the questions asked were not planned at all but simply followed on
from other questions and answers that had been given by respondents.
The interviews took place mainly in hotels where it was a neutral setting for both the
researcher and the interviewee. All interviews lasted between approximately thirty to
forty-five minutes. A location had to be chosen where it was calm and quiet so as not
to interfere with the digital recorder.
The focus of the interviews was to gain an extensive amount of information in regard
to the research objectives but also to gain answers of a high level of validity and
reliability. This would ensure accurate and relevant results from the interviews. The
researcher wanted to ensure that the interview felt more like an informed
conversation rather than a formal interview. This would allow the interviewee to feel
more comfortable and safe and in turn they would answer with truth and ease to the
interview questions. McCracken (1989) discusses the fact that the interviewer should
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take an approach where they are slightly 'dim' in conjunction with the research topic
so that the interviewee will answer more freely.
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3.7 Focus Group
Stewart et al (2007) argue that the primary difference between a focus group style of
research and other types of research such as surveys or individual interviews is the fact
that data collection occurs in and is facilitated by a group setting, Denzin and Lincoln
(2003) discuss the fact that focus groups are most often used for exploratory research
where little is known about the topic being researched.
As Denzin and Lincoln (2003) state that the group interview namely the focus group
relies upon the systematic questioning of individuals concurrently in a formal or
informal setting. Stewart (2007) also discusses the fact that participants need to feel
comfortable about openly communicating their ideas views or opinions.
The researcher decided to conduct focus group research for a number of reasons. It
would allow the researcher to gain dynamic, interactive responses from participants so
that credible primary data could be gathered in relation to the study. Focus groups are
a cost efficient form of primary research and also suited the researcher due to time
constraints. Patton (2003) believed that focus groups are seen as a highly efficient
qualitative data collection technique. The focus group was essential to the author's
research as it was the most valid method of collecting the data in relation to the
consumers point of view on the research questions and objectives.
"The interviewer/moderator directs the inquiry and the intention among respondents in
a very structured fashion or in on unstructured manner, depending on the interviews
purpose" (Flick 2007). The researcher took on the role of the moderator so as to
control the data collection within the focus group.

A purposive sample of six participants was chosen to take part in the focus group.
These people were selected to research the consumer angle of the study and to
specifically answer one research question. The participants were chosen due to their
expertise and knowledge and we selected based upon the hypotheses of who could
provide the best and most accurate information.
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The participants did not all know each other as it was thought by the researcher that if
they did, people may not express their views freely and individually due to the fact
that they may be influenced by friends or peers. Participants were carefully chosen in
regard to their age, gender, beliefs and opinions.
The participants were contacted by telephone to arrange the focus group due to the
fact that the researcher knew all the participants. The location of Cork Institute of
Technology was chosen as the location for the focus group to take place in as it was
known to all participants and the researcher. A time was arranged that was convenient
for all participants and also the researcher. The date chosen was the 13^^ of August
2011 at 2pm.
The focus group was undertaken in a vacant room that had a quiet and open setting.
This would ensure an open atmosphere so that participants would feel they could
express opinions freely without feeling self-conscious. All participants were asked for
their consent to record the session with a Dictaphone. A practice recording was then
undertaken to ensure all members of the focus group could be heard clearly on the
tape and to make sure there were no interferences on the tape.
The moderator informed the participants of the focus of the study and gave some back
ground information into why the research was being undertaken. This was to provide
the participants with a clear understanding of the research objectives of the focus
group and to create a relaxed and informed atmosphere for the research to take place
in. The researcher also gave an outline of the categories of questions that would be
asked during the focus group.
The focus group lasted for approximately one hour and thirty minutes. Open ended
questions were enforced among the group so that they would entice discussion among
the participants and allow for more reliable and valid research.
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3.8 Ethics
Ethical considerations for all participants in this study should be taken into account at
all times by the researcher. The researcher must respect the needs and wants of
participants while the research is being undertaken. Gregory (2003) argues that the
interests and thoughts of human beings lie at the heart of the researcher. As the
participants are at the hands of the researcher, it is essential to behave in a moral and
ethical fashion.
Denzin and Lincoln (2003) state that ethical concerns have been raised around the
topics of informed consent, the right to privacy and protection from harm.
The researcher took the following ethical considerations when conducting the study:
•

All participants were given detailed information regarding the research
objectives in writing so that the informant would clearly understand their role
in the research;

•

All informants took part in the research voluntarily;

•

All participants were given a copy of the questions in an e-mail prior to the
interview/focus group;

•

The informants were asked for permission to record the research via a
Dictaphone;

•

Transcriptions of all interviews and the focus group were made available to all
participants;

•

Written consent was received from informants to proceed with the study and
include their information.
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3.9 Limitations to Research
Often within qualitative research, especially when conducting interviews and focus
groups there is a concern that informants will only tell the researcher what they think
they will want to hear. Therefore this can affect the validity and reliability of the
research. This may limit the outcome of the research findings.
As the study was conducted during the summer months it was difficult to gain a large
sample of people from the PR industry. A larger sample would have provided a greater
extent of findings however due to time, cost and geographic restrictions this was
impossible. Due to the hectic schedules of the participants from the PR industry it was
often difficult to find a time that Vv'as appropriate for the interviewee and the
researcher.
Saunders et al (2007) enforced that a researcher must be aware of the limitations that
may occur prior to carrying out qualitative research as failing to do so may affect the
credibility of the data collected.

36

3.10 Data Analysis
McCracken (1989) discusses that the main aim of data analysis is to determine the
categories, relationships and assumptions that inform the respondent's view of the
world in general and the topic in particular - in this case the impact of celebrity
endorsement in PR campaigns.
The primary data gathered from semi-structured interviews was analysed by first
transcribing the interview material. Interviews were transcribed from audio format
into a text based document in which the author could clearly see the data take shape
and form in words. In this case the audio form of the research came from a
Dictaphone. The researcher had formulated main themes and areas of the research
topic that were to be found from all respondents. In this way the data gathered had a
higher level or reliability and validity as all respondents were asked similar questions to
ensure that all data was gathered in an even manner. Therefore when analysing this
material, the researcher could see clear outcomes from the data.
The data gathered from the focus group was also analysed with the same methods.
From this point of view it allowed the researcher to combine the consumer and PR
professional point of view to connect the data gathered to allow for a more reliable
outcome from the research.
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3.11 Methods of Verification
Once the interviews had been carried out and transcribed the data gathered could be
looked at and analysed in more detail. It was essential to do this as carefully as
possible to ensure the data was both reliable and valid to the study at hand. To ensure
validity and reliability the process of triangulation must be carried out by the
researcher.
Cohen et al (2007) describe triangulation as the use of two or more types of data
collection in the examination of human behaviour. Triangulation in the beginning of its
existence was often used to pinpoint a single objective. McMurray et al (2004) discuss
the fact that triangulation can be used to confirm and verify data that is gathered in
various ways.
The method of triangulation will be applied to this research study as there are two
different perspectives that are examined within the research questions. The two areas
are the perspective of the public relations professional and that of the consumer.
Damon and Holloway (2010) state that a researcher should always aim for ample
results and all parties that gave information to the study should be represented even if
they add negative connotations to the study.
As a clear research process has been outlined in this chapter this will enhance the
levels of validity and reliability of the study. McMurray (2009) enforces the fact that
the method of triangulation and a clear research process will add richness and depth
to the research design and also the data collected.
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4. Research Findings and Analysis
This chapter will discuss the findings from the primary qualitative research in relation
to the research objectives. The main focus of this study is to discover the impact that
celebrity endorsement can have on the campaign and the consumer. These findings
are supported by quotations that are taken openly from the transcriptions of the semi
structured interviews and the focus group. The analysis of these findings presented
some common and also some conflicting opinions in relevance to the research aims.
The main objectives of the study are:
1. Why do companies select celebrity endorsement as a public relations tactic?
2. How do they select particular celebrities to go with certain campaigns?
3. How does the consumer view celebrity endorsement as being effective?
4. Does celebrity endorsement create an impact within a public relations
campaign?
The findings will first be discussed by the author and then analysed closely in
preparation to form conclusions and recommendations for the research being carried
out.
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4.1 The Definition of Celebrity
As discovered and analysed in the literature review, the definition of celebrity has
evolved over time. It no longer involves a hard road to stardom or achieving something
earth shattering. Due to this transformation, the researcher decided that it was
essential to ask all interviewees from the public relations industry and participants in
the focus group for their definition of celebrity.
All respondents agreed that the definition of celebrity is largely influenced by how the
media portrays it but also as someone that does something different.
"I would see a celebrity as someone who stands out from the crowd, someone who is
very newsworthy, and someone that when people hear the name they associate
something or a brand with this person. It has to be someone that has made a
difference, even if it's positive or negative."
(Eimear O Brien Interview, 4^^ August 2009)
Similarly Susie Morgan, Managing Director of Profile Communications stated that "A
celebrity is someone who is known in the media and in the general public for whatever
their area of celebrity is".
Maeve Berry compliments this statement with her own definition of celebrity "a
celebrity is someone with a prominent profile and is recognisable to the public".
(Maeve Berry, 22"^ August, 2011)
Another PR professional stated that - "I would define a celebrity as a person who
experiences fame or notoriety."
Therefore when analysing all definitions from public relations managers, they are all
seen to complement Boorstin (1961) in that a celebrity is someone who is well known.
Participants within the focus group had strong connotations about what they deemed
a celebrity to be but the media was also a focus of the conversation. All participants
had their own to the point definition of celebrity.
One participant enforced the fact that a celebrity had to be "someone who is in the
media every day or frequently, in magazines or in papers". Two other participants
supported this statement by agreeing that a celebrity is "Someone that you would
recognise and someone in the public eye".
Therefore it can clearly be perceived that the media has a huge influence on how
celebrity is portrayed to the public both in the opinion of the public relations
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professional and the consumer. Tench and Yeomans (2009) complement all
participants' opinions with their own definition that a celebrity is a well-recognised
person who commands a high degree of public and media attention.
Ciara Mahon of Sales and Marketing in The Mayfield Manor, one of Corks most
prestigious hotels and one of the celebrity hubs of the city enforced that "For me a
celebrity is someone in the public eye, a person of real interest. However I think
celebrity means different things to different people. With the rise of all these reality
television shows like Keeping up with the Kardashians and other similar spin offs, I
think celebrity has a new status and a new meaning. I think the older generation and
the younger generation will see a different era of celebrity develop to a higher level in
the future". Rojek (2000) backs up what Ciara is saying as he believes that fame is a
process not just something that is achieved over night.
This highlights the fact that in relation to the professional and the consumer, all
participants in the study are in agreement that the definition of celebrity has evolved.
It no longer describes someone who has done something unique by talent it can now
mean someone who simply starred in a reality television show literally became famous
'overnight'. One participant in the focus group verified this by saying "If you look at Big
Brother - just because they are on TV makes them a celebrity, they didn't even do
anything that's anywhere near spectacular".
Similarly, Turner (2004) also believes that celebrity nowadays is nothing more than a
media production. Rojek (2001) also complements this by discussing the fact that
achieving celebrity status can be a case of "blind good luck". This would be in complete
agreement with all participants in the focus group as they believe the emergence of
reality television will allow any individual to become famous. Maeve Berry also is in
agreement with Rojek (2001) "I don't think that celebrities are as precious as
previously. Reality TV shows etc. make celebrities overnight rather than people earning
the status".
However Eimear O Brien makes an interesting point in connection with the definition
of celebrity. "Some people may see it as a pop star but it depends on the field people
are interested in. I do a lot of work in politics and having the backing of someone who
is very reputable in a political field might not get you the column inches that you would
from a celebrity endorsement but it can give the campaign more credibility that will
help in the long run but I think you have to be very careful who you are classifying as a
celebrity, where do you draw the line? "
Therefore this again contributes to Susie Morgan's earlier definition of celebrity in the
fact she defines a celebrity to be famous for whatever their area of celebrity is. In this
respect, the researcher has drawn that the definition of celebrity while having much
evolved since the 1990's can depend on the area of interest of the consumer. Whether
it be sport, cooking, literature or fashion - there are celebrities within all of these
industries.
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4.2 Celebrity Endorsement and Public Relations
The main focus of this study was to discover the impact of celebrity endorsement on
public relations campaigns and the consumer. It was highly relevant to get all
participants views on why celebrity endorsement plays a role within public relations
and its functions. This is an interesting and important area of the research as not all
participants have a background in public relations. However in contrast, ail
interviewees and focus group participants have encountered celebrity endorsement
while going about their daily activities. It is a phenomenon that is becoming more
frequent every day.
Celebrity endorsement shares a bond with public relations in that it can be leveraged
as a tool to enhance the brand and appearance of a campaign. Professionals from the
public relations industry were asked to describe what they thought the role of
celebrity endorsement in public relations is.
"In general it helps that organisation whatever it may be to tell its story and to get its
story across to its audience may that be kids, may that be mothers, whatever your
target audience is, it helps you get your message across because they already have a
media profile and this helps in telling the story".
(Susie Morgan, 25^*^ July, 2011)
Similarly Eimear 0 Brien states that "I think celebrity endorsement is a very effective
way of actually enhancing a media campaign because people see the celebrity and
especially if they like them or they agree with the media campaign, their more likely to
come to the event or are more likely to buy the product or they might come to the
launch. So I think it's a very effective tool of communication".
(Eimear O Brien, 4^^ August 2011)
From Eimear's statement we again see the media being mentioned which reinforces
the fact that the media often controls both the campaign and the celebrity that is
endorsed within it. "If you think of a campaign that's remembered it often has a
celebrity as the face of it, you instantly recognise the celebrity so I think its plays a very
important role in public relations".
(Ciara Mahon, 18*^ August, 2011)
Maeve Berry believes that the role of celebrity endorsement in public relations is the
"use of a celebrity to associate with and promote your brand". King (2006) also
discusses that Public Relations efforts to infuse corporate objectives more openly into
news and entertainment media content are becoming progressively more important.
Therefore from this reasoning by King (2006), the researcher is shown that the role is
becoming increasingly important within the PR industry.
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Similarly, Deirdre Hynds of BespokewithDirection stated that "Celebrity endorsement
can be a very powerful tool for any PR campaign, if you find the right fit for your brand,
if the association created is positive and if it resonates with your target audience, the
return on investment/interest can be potentially massive."
From the researchers perspective it seemed vital to analyse the point of views' of
those that do not have a background in public relations. The role of the celebrity as an
endorser would be clearly understood by the professional participants in this study but
to measure the impact of celebrity endorsement it is crucial to measure the opinions
of the consumer, even if they do not have experience in marketing or public relations.
This will endeavour to discover if the role of public relations in celebrity endorsement
is an important one.
One participant in the focus group when asked what they viewed as the role of
celebrity endorsement in public relations was answered firmly with "it's a tactic where
you can constantly attract someone to the brand and if you have an endorser over a
long period of time it will attract people to launches etc. But the endorsement would
have to reflect what they are well known for. It can't be ridiculous. Like if you look at
Craig Doyle and UPC, he's seen as young and cool so that's good for UPC by using him
as an endorser". Therefore when the author considered this statement it seems clear
again that the celebrity endorsement role in public relations is clear - to create
attention and achieve promotion.

4.2.1 Celebrity and Reputation
All participants within the focus group agreed that there is a definite link between
public relations and celebrity endorsement. They were all in agreement that as public
relations is about relationships, that the link between that and celebrity endorsement
is visible even to those who do not have a profession in public relations. One
contributor discussed the fact that "I think it adds to the reputation of the celebrity
and the reputation of the company and that's where the link is".
Therefore we can see that it is a two way relationship in that both the celebrity and
the PR professional or company can benefit from the process. Similarly another
participant back this up by affirming that "Public relations companies use celebrities
because often a company's CEO's or managers are not well known and this won't
entice people to buy a product or service, basically you need to hire someone's
reputation."
The fact that the word reputation is repeatedly coming up within both the professional
and consumer research clearly states that the link is about reputation. The role of
celebrity in public relations is to enhance the reputation of the campaign; therefore
the reputation of the celebrity in question must be a credible one. L'Etang (2007) backs
up these opinions as she states that reputation is formed outside an organisation
based on impressions. Therefore incorporating a celebrity into a campaign will equal
impressions which if effective will enhance the reputation of the organisation.
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A participant ended the focus group with a memorable statement that puts the whole
concept into perspective - "if the link between PR and the celebrity is good then it will
be effective, like if you look at the Kardashians - they could sell anything to anyone".
Susie Morgan agrees with this to an extent by stating that there is a link between public
relations and celebrity endorsement but that it may be suited better to certain types of
PR. "Well it depends on the area of public relations, whether it's consumer PR or
charitable organisations. In general it helps that organisation whatever it may be to tell
its story and to get its story across to its audience may that be kids, may that be
mothers, whatever your target audience is, it helps you get your message across
because they already have a media profile and this helps in telling the story."

4.3 Celebrity and the Media
All participants in the study were asked how they viewed the media's production of
celebrity today. We live in a world where the relationship between the media and
celebrity is often a love- hate existence. Therefore it is relevant to the research at hand
to discover the participant's opinions on how they viewed the relationship between
the media and celebrity today. Susie Morgan claimed that the media has a major
impact upon the celebrity and public relations. When asked if she thought the media
had an impact on the consumers' opinion and choices she stated:
"Oh yes, absolutely because I'm sure 20 years ago people that are now celebrities
would never have been considered celebrities. Andy Warhol was definitely right when
he said everybody in the future would get their fifteen minutes of fame".
(Susie Morgan, 25th July, 2011)
Similarly Eimear O Brien compliments this statement by adding that having a celebrity
endorsed public relations campaign can be key to gaining extensive national coverage.
Therefore the researcher can see that the relationship with the media must be on a
positive note for the campaign to reach expanded audiences. "Oh without a doubt, I
think it depends on the celebrity because if you have a celebrity who has done a lot of
product endorsement they are not good necessarily but if it's a celebrity who you
haven't heard about for a while who hasn't been interviewed very often- If they are
going to front a campaign then it can make a massive difference".
(Eimear O Brien,

August 2011)

Therefore when contemplating Eimear 0 Brien's statement it became clear to the
researcher that effective media relations are necessary for effective public relations
and in turn an unforgettable celebrity endorsed campaign. Susie Morgan enforces this
by stating when asked if she thinks media relations are important to a campaign - "Oh
of course, if you are in PR and you don't have good media relations then you have
nothing. That's what people pay you for." Consequently Tench and Yeomans (2009)
are of the same opinion that media relations are the back bone of any public relations
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campaign. Maeve Berry also agrees by stating that ''Good media relations in a PR
company are vital".
Similarly both Public Relations managers that participated in the study agreed that
having a celebrity within a public relations campaign could enhance media relations
and coverage of the campaign. A celebrity can become the focus of the media and
therefore should they be involved in a PR campaign then the campaign will also obtain
spotlight within the media.
"For example even with a launch it would help attract people who want to know about
it so if you have a celebrity and then people want to go and meet the celebrity then
people will know about your launch and your product. Also in the papers, a campaign
is much more likely to get published if there is a celebrity involved. A good picture can
portray good coverage also. If celebrity is the route you decide to go with it does give
you a better chance of cutting through".
(Susie Morgan, 25th July, 2011)
However, it is interesting to note that Deirdre Hynds did not have the same opinion of
celebrity and media by affirming that "Yes and no, I think the concept of celebrity has
changed dramatically, even in the last 5 years, but I think it is too easy to attribute this
shift to the media. The media certainly amplifies the fascination with the cult of
celebrity, but journalists and bloggers are just making it possible for the public to
indulge their natural and inherent curiosity when it comes to how 'the other half live'
Most people are instinctively drawn to a lit, curtain-less window when passing a house
on the street, or cannot help themselves from craning their necks to check out a
roadside accident that they pass when driving down the road, this is natural behaviour
for humans. I actually think social media has had a much bigger role to play in changing
consumers' opinion of celebrity as the immediacy and ubiquitous nature of social
media allows your average Joe to elevate himself/herself from everyday existence and
behaviour, mark themselves as something special/different, and access the hallowed
concept of 'celebrity".
Of course it was again a key objective to discover the effect that the media had on the
consumer in relation to how it portrayed the celebrity. This would give a depth of
information in relation to how the media actually affects the consumer in relation to a
campaign and how effective they can be in either gaining or losing consumer following
and support and a campaign being successful or unsuccessful. The focus group gave
deep insight into how the consumer views the relationship between media and
celebrity.
One participant stated that the influence is " Massive, it's huge, because whatever the
tabloids say then people tend to believe even though a lot of the time the information
might not be accurate. For example, if Heat magazine says something about Cheryl
Cole, I might not necessarily believe that it's true but I'll read it anyway".
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Another participant added the example of Jade Goody - "In the beginning she was
hated, and then loved, this followed on to her being speculated as a racist and when
she got cancer she was then a heroine".
Again another participant added another example with the ever media popular Cheryl
Cole." If you look at Cheryl Cole again- first she was the darling and the sweetheart of
the nation and then when the media say unfavourable things about her people are
suddenly of the opinion that they don't like Cheryl any more".
From the examples given of Cheryl Cole and Jade Goody the researcher can clearly
perceive the massive impact that the media has on the consumers' considerations to a
public relations campaign and the celebrity that is endorsing the campaign. It can be
taken the media can portray a celebrity as good or bad, pretty or ugly or even to the
extent of charitable or selfish.
The final point made by one participant in the focus group was that "People's
perceptions of the celebrity will change straight away once they read something".
Another participant complimented this statement by adding "I would say the way the
media portrays celebrities is a fifty-fifty situation, they either focus on the positives or
the negatives".
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4.4. Research Question One: Why do companies select celebrity
endorsement as a public relations tactic?
The main research question of this study covers a number of questions that the
researcher needs to answer in order for the outcome of the research to be valid.
Therefore the researcher aimed to find out why PR managers would select celebrity
endorsement as a tactic within a public relations campaign. The researcher aimed to
gather this information and test it to see if it was consistent in relation to academic
literature on the topic.
All participants were asked why they would choose celebrity endorsement as a public
relations tactic. "I would use it if it matches the client and the campaign that a client
works on. For example I do the publicity for the Galway Film Festival and we get a lot
of A List celebrities who would come to Galway for example Jessica Lang has been
there. Jeremy Irons came and endorsed the festival about three years ago and it was
massive for him to come. All the national media instantly took a very in- depth interest
in the programme and Fm not saying they wouldn't have without Jeremy Irons, it just
added a speciality to the programme and all kinds of media became involved such as
print, radio and television".
(Eimear 0 Brien,

August, 2011)

Susie Morgan believes that there are some special features associated with employing
celebrity endorsement as a public relations tactic "Obviously endorsement and the
validation of endorsement when a third party is giving and selling your product, you
don't get that necessarily with other tactics. You will also attract media because a
celebrity is involved in endorsing the campaign. It's very much on a case by case basis".

4.4.1 Branding
Theaker (2008) believed that public relations and marketing are often associated with
creating a brand for a product or service. Similarly, Tench and Yeomans (2009) discuss
how everything is seen as a brand nowadays whether it is an object or an individual.
The researcher found while investigating this research question that often celebrity
endorsement is used as a Public Relations tactic to build brand awareness and
credibility. Susie Morgan believes celebrity endorsement can indeed add integrity to a
campaign "Absolutely, it's always the third party that's important. If you have a
company coming out telling you how great their product is, it's not as easy or weighty
as when a celebrity is saying it, even in the instance where that person is paid to say
it's still good as people will believe it more when a third party is endorsing the product
on behalf of the company". Tench and Yeomans (2009) back up this statement as they
enforce that public relations companies hook into lifestyle issues by using celebrity
association and other methods to add relevance to a campaign.
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Although Eimear O Brien agrees with this statement to a certain extent she also
deliberates the facts that "\ think you have to be careful, like there are certain
celebrities for example if you look at Kerry Katona, she gets loads of coverage and a lot
of column inches and if she was matched with a product that didn't fit I think that
would put people off the product. This would affect the credibility. So if you get
someone who you feel fits very well- like if you look at Rachel Allen and O'Brien's
Sandwiches. Again she's healthy, she's female, she runs her own family, and she's a
mother so it fits in very well to what O' Brien's sandwiches are trying to
communicate". From Eimear's speculations we can also see that celebrity association
can have a negative impact on brand credibility.
Another professional interviewee believes that "I think it can add considerable value. It
can add 'sex appeal' to a brand that is not traditionally perceived in this way. It can
force your potential/loyal consumers to take a step back from the brand and consider
why the celebrity in question was chosen, and commend/applaud a choice that was
daring or not immediately obvious. If your celebrity is universally accepted to have
sound judgement, a transferral of acceptance between your brand ambassador and
your potential customers will take place resulting in an increase in sales for your client.
Therefore from this statement we can see that acceptance of the celebrity will create
success for the brand.
One participant in the focus group who works in marketing for various different events
believes that celebrity endorsement can add to a brand but is in agreement with
Eimear 0 Brien by declaring that "If you look at the Tiger Woods scandal - this would
have impacted on how he was viewed as being an endorser for Nike sportswear after
he was scrutinized by the media for his actions". Consequently this could have affected
the branding of Nike.
However Susie Morgan again enforces that especially within consumer campaigns,
celebrity association can work to the advantage of the brand reputation. "Absolutely it
can be brand enhancing. If you wanted a better term something that targeted maybe
late teens or early twenties, then you would have someone that those people look up
to endorsing a product so that it can add weight to it, you might say." Levine (2003)
compliments this viewpoint as he believes that public relations take a brand and
makes it more visible and attractive to the public. Therefore celebrity association with
a brand is a clever public relations tactic that enhances the attractiveness to the brand.
It is interesting to note that all managers and directors used the example of the L'Oreal
"Because I'm Worth It" campaign as an example of an effective celebrity endorsement
that has achieved a global status. There are so many of them. "I mean if you look at
Loreal - their whole brand is about people turning around and saying "Because I'm
worth it". Ok, that can be a campaign. As a PR endorsement it's a whole business.
Especially if you look at Hollywood all those actors and actresses they get so much
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stuff for free in the hope that they will carry that bag down the street. Celebrities are
walking, talking publicity."
Maeve Berry also specifically mentions the L'Oreal campaign as one that has stood out
to her as a PR professional "I like the L'Oreal ads with Cheryl Cole, Eva Longoria etc.
Always a refreshed face!".
All participants in the focus group when asked to discuss some of the most effective
campaigns that they had encountered as consumers mentioned this particular one as
well. Female participants especially said that Cheryl Cole and Jennifer Aniston would
be the main faces they would associate with the brand.
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4.5 Research Question Two - What are the factors involved in choosing a
celebrity for a public relations campaign?
A core part of this research study was to discover what type of factors public relations
companies have to take into consideration when selecting a celebrity to go with a
campaign. The attributes that they would look for in a particular celebrity are also an
important angle of this study. However from both a public relations and consumer
perspective both groups found the match up concept between celebrity and product
to be the most important to a campaign.
4.5.1 Physical Attractiveness VS. Match Up.

"I think match up and credibility are the most important attributes. I think physical
attributes are very subjective. I think it's more the persona of the celebrity. I think of
you want a model and you want to endorse a product, having a very pretty girl is very
effective. If you look at Rosanna Davidson, she sells products very effectively but she
doesn't represent the same product all the time. A lot of models do endorse different
products but I would think of celebrity as more long term"
(Eimear O Brien, 4^^ August, 2011)
Susie Morgan compliments this statement by discussing the fact that she "I would
never base my decision on looks. Obviously if it was a beauty product, it would be a
good scenario. But in the majority and especially in Ireland I think the fit is very
important. People prefer you for different reasons, not just looks. Looks, yes can work
a certain incentive but I think the majority would go for the fit as opposed to physical
attractiveness".
Both public relations directors believe that physical attractiveness is not an essential
attribute when selecting a celebrity endorser. They both were in sold agreement that
the fit or "match-up" between a celebrity and product or campaign was the most
beneficial way of putting a celebrity with a particular campaign. Susie Morgan also
furthered her previous statement by saying that the personality of the celebrity would
attribute more to the long term success of the campaign. "Absolutely because unless
the pretty face is someone who's got a great personality as well then that's a different
story. Then they may be a very good fit no matter how they look. Do you know what I
mean? So unless I was doing something where it was required I wouldn't be overly
concerned about the looks".
It would appear from this statement that looks are merely a bonus when selecting a
celebrity to endorse a campaign. Therefore it seems the public relations professional
participants in this campaign would disagree with McCracken (1989) as he believes
physical attractiveness is one of the main things people look for when searching for an
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endorser to connect with. However it is interesting to note McCracken's studies were
from a consumer perspective and when the researcher posed these notions during the
focus group the participants disagreed with McCracken (1989).
Deirdre Hynds gave a very insightful example of how important the match-up is
between celebrity and product "I would have to say that I only believe that using a
celebrity ambassador is of benefit if you choose the correct person, if not, it is
detrimental to the brand. A couple of examples I could refer to are Abercrombie.
Abercrombie only recently issued a statement to confirm that they have approached
one of the main characters of Jersey Shore and have offered to pay him to stop
wearing their clothing, you can see the predicament that the brand are face with, as
they are getting millions of dollars' worth of free exposure, but it is the wrong type of
exposure, and one that is very damaging to the personality that the brand has worked
so hard, and spent millions trying to create". Again the match up hypothesis is clearly
evident here.
However when the researcher asked Deirdre, a senior account executive what traits
she deemed to be most important in relation to credibility and match up she answered
firmly "I don't know if there is one answer to that question, if you take a beauty
product, like foundation or concealer, I would definitely think that the celebrity needs
to be beautiful to offer the consumers something to aspire to, however, what if your
beauty product was a revolutionary moisturiser or anti-wrinkle fighter? In my opinion
it would be more important to find a celebrity based on either of the following two
criteria; credibility - a well-known dermatologist or expert in the area, someone people
would trust - relatability - someone who the target audience can relate to, someone
who is a bit older and has had a respected career, and as you mention above, creates a
good match between the person and the product). It really depends on what the
brands want to say, and who they want to say it to." Therefore could it be assumed
that sometimes physical attractiveness is an essential trait within an endorser?
Perhaps for beauty products to be successful, an attractive face is needed by the public
relations company.
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4.5.2 Celebrity Attributes
One participant when asked what attributes she would look for in an endorser
answered without pause ""relevance is essential, it cannot be a random endorser,
there has to be a relevance to what they celebrity is saying about a campaign and what
they are known for. For example of Breffney Morgan from the Apprentice was
endorsing a fake tan campaign - then Fd ask the question - Why?"
From the above statement we can see that even a consumer who has no public
relations experience is interested in the presence of an effective match-up between
the celebrity and the campaign. Again Ciara Mahon complements this statement by
stating that she would look for "A good role model, not just someone who is popular at
the time of the campaign but someone who people can relate to. It can't just be a
supermodel that looks good- for me it would have to be someone that earned their
celebrity status". (Ciara Mahon, 19^^ August, 2011)
Again vje see that the physical beauty is not of the utmost significance when selecting
a celebrity or looking for attributes that the consumer can connect with. What they
want to see is a fit, something that makes sense.
Eimear 0 Brien again came back to the match up when asked what attributes she looks
for when selecting celebrities to go with particular campaigns. "One, that their
newsworthy would have to be the most important thing, I think that if they haven't
done too much endorsing and if I select a celebrity to represent a product and then a
week later their doing a different product it takes away from the product and the
campaign. I suppose again that they match the campaign and the product. They also
have to be happy to deal with the media because you could have a celebrity who for
some case may not want to work with the media and you need celebrities who are
happy to speak on radio and to be in photos if you are to get value from your
celebrity."
Susie Morgan enforces the meaning of Eimear 0 Brien's statement as she also agrees
that when selecting a celebrity for a particular campaign she would ensure that they
are someone who is comfortable dealing with the media and also the fit comes up
once again. It seems that McCracken (1989) and his identification of the perfect fit
between the product and the endorser is invaluable literature for the public relations
professional.
"When choosing the right celebrity there has to be a good fit and a good match.
There's no point if your brand is something cool and hip having someone who fifty
years old talking about it. It doesn't really fit. Also it is important that they are a good
communicator and that they are able to tell their story and that they are comfortable
being in the public eye a lot. They may not be necessarily happy endorsing a product".
Oliver (2007) also stated that the consumers' beliefs make up the product, brand and
company image. Therefore all these assets will form a company's reputation. This is
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further enforced by a comment made by one participant in the focus group when
asked what attributes of an endorser would attract them to a campaign - "It would
need to be new person with a clean cut reputation. The best time to get someone to
work well within a campaign is early on before they begin endorsing products. This
attribute is important as if they have already endorsed many campaigns then the
consumer will take less notice. It needs to be someone unique to the campaign".
4.5.3 Factors to Consider when Selecting a Celebrity Endorser.
All members of the public relations industry were asked to give examples of certain
celebrities that they have matched with campaigns they have worked on or are
currently carrying out. It was essential that these campaigns had been successful.
Therefore Susie Morgan discussed the fact that it was hard to pin point certain ones.
One she felt was particularly recent and relevant was "For example we have a charity
called food for life and we have matched it with Rachel Allen which is a very good fit. It
is a Cork charity for children. She is a mother she lives in Cork and she has given a great
help to push it along very well." The researcher sees the match clearly here and it
eludes to explain how a correct match between celebrity and product is the heart of
any campaign.
Similarly Maeve Berry mentions three campaigns that stand out to her as having a
credible and accurate match "Daithi O Se with a clothes brand (a number of years ago
when he was voted sexiest male), Rosanna Davison for a beauty product, Mairead
Farrell when pregnant for a baby website". From these match ups the researcher can
clearly see how the personality attributes of the celebrity were matched with the
particular campaign. Daithi 0 Se would entice men to buy clothes of the brand he was
endorsing having being voted sexiest male in Ireland. Likewise Rosanna Davidson, a
former Miss World would have a huge influence of the young female population in
connection with a beauty product. And of course Mairead Farrell, a well-known Irish
celebrity and Irish celebrity would influence other mothers to check out the website.
The views of Kamins (1990) complement Maeve Berry's endorser choices as he states
that using an attractive endorser (such as Daithi 0 Se or Rosanna Davidson) will imprint
in the consumers mind that by using the product they can gain the attractiveness of
the endorser.
Similarly another practitioner stated that she would think carefully about what the
product was and how she in the past has always thought carefully about the type of
celebrity representative she has put with a product "Historically I would put celebrities
with a strong family connection forward for 'homely' brands; iconic family favourite
foodstuffs, insurance, etc. I would propose a celebrity who had some indirect / direct
experience with a particular ailment/problem; a female presenter who experienced
alopecia, bullying, etc. to front a charity. I would propose a trendy fashionable
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musician or actor to front a campaign that was aimed at the younger demographic of
eighteen to thirty". Therefore, we can see that this PR professional agrees that
McCracken (1989) is correct when he says that match up influences the target
audience.
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4.5.4 The Risks with Celebrity Endorsement
Although many professionals choose this strategy, the risks associated with it must be
acknowledged. A temperamental celebrity can put both themselves and the whole
campaign at risk. Erdorgan (1999) discussed the facts that although endorsers are
more effective than non-celebrity endorsers there are many risks associated which can
then be transferred onto consumer and how they perceive the product in question.
Maeve Berry complements this view by discussing the fact that - "Yes - as a celebrity
can fall out of favour or make a very public mistake tarnishing their & their associated
products reputation, if you look at Tiger Woods for example".
Eimear 0 Brien enforces this by stating that "There are huge risks because if a celebrity
doesn't behave the way you want them to behave. For example if you have a celebrity
and they are endorsing a family related product and next thing they are seen drunk on
a night out and they are all over the tabloid papers- that will affect your brand. If you
were trying to portray a family image for example and you look at Kate Moss when she
was exposed as taking drugs she lost a lot of her modelling contracts because she
didn't fit the match. I would say there are huge risks but if it works, the benefits
outweigh the risks. It will get you coverage one way or another".
Likewise Susie Morgan agrees with the fact that there are major risks associated with
this strategy "Oh yes absolutely, like if you associate them and then they go out and do
something horrific the next day well then your campaign is affected. You may have
sent photos to press of a celebrity who is your brand and then if they do something
horrific then you can't do anything about it".
Consequently Deirdre Hynds also believes that there are huge risks associated with
using celebrities within public relations campaigns "I believe that there are huge risks
possible inherent with the utilisation of a brand ambassador, human beings may be
bound to financial contracts which dictates their behaviour, but this does not offer a
complete buffer or level of protection for the client".
From a consumer point of view one participant stated that "In the terms of the
celebrity if they did something unfavourable then both the campaign and the company
involved would be affected." Therefore we can see that should something
unfavourable occur this mirrors McCracken's (1989) model of meaning transfer in that
these meanings will transfer to the product and then to the consumer. Therefore if the
meaning is tarnished then the reputation and meaning of the brand will be also.
The selection of the celebrity must be a carefully thought out process to provide
damage limitation to the campaign. Another participant in the focus group discussed
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this "'The celebrity needs to have a good follo\A/ing and reputation, this should be
considered before associating them with the campaign". Therefore L'Etang (2007) and
her notion of the importance of reputation is again acknowledged by participants.
Consequently Susie Morgan supports this by saying that "In the majority you would
stay with people who are reliable and who are long enough at the business to know
how to play it".
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4.6 Celebrity Endorsement and the Consumer
As Tench and Yeomans (2009) have stated, public relations is now evolving to win over
the hearts and minds of the consumer. In this regard, celebrity endorsement is
becoming a more frequent PR tactic to connect on a deeper level with consumers and
to create a long lasting relationship. A crucial part of this research was to understand if
consumers are actually impacted by celebrity endorsed campaigns.
4.6.1 Match Up
From a professional point of view Eimear O Brien stated when asked if she thought a
celebrity endorsed campaign would impact upon the consumer answered with "I think
so but again if it's the right fit. You only have to look at Jamie Oliver and Sainsbury's
and I'm big into food and when you think Sainsbury's you think Jamie Oliver. He had
good quality, organic healthy food. If you look at Tiger Woods and Nike, he is still
endorsing it despite his troubles over the last year. It shows just how strong the brand
Tiger Woods was with Nike. I just think a celebrity can be very, very effective if it's the
right one".
Again we see that the match up being mentioned for the campaign to be effective to
the consumer. Erdogan (1999) is in agreement here as he stated that the absence of a
suitable fit may seem as if the celebrity was bought and it will not impact upon the
consumer. All participants within the focus group stated that it would depend on the
celebrity and the brand for them to be impacted by the campaign.
4.6.2 Meaning Transfer
One participant used Roy Keane as an ambassador for Irish Guide Dogs as an example
of a campaign that they would be influenced by as he is the face of it. "He has done
some amazing things and consumers are attracted to the charity because of him".
Celebrity association has become the norm with many charities in Ireland and on a
wider global scale.
Another participant added to this point "In regard to a charity I would have to truly
believe the celebrity wasn't just doing it to benefit themselves and their own
reputation. Often with charities you think that the celebrity doesn't believe in what
they are doing, often I am of the illusion that they are doing it just because their
publicist said it would look good for them". This participants point is similar to the
point that McCracken (1989) identified that celebrities bring their own meanings to the
products being endorsed for example- status, class and lifestyle. These meanings are
then transferred to the product and then to the consumer. Therefore in the case of a
charity or any other type of celebrity endorsed campaign if there does not appear to
be a "meaning" with the celebrity and the campaign, then the consumer will not be
interested in it and will not follow it.
"Often though the celebrity connection is expected these days even in the line of
politicians etc., they go to four events in a day, only one press release gets in the paper
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and it's the PR person's job to make the endorsement effective to write the most
interesting press release and to take the best shot. It's now expected in Ireland as well
as anywhere else to get a name attached to a campaign to get it noticed and a
celebrity can do this." Therefore if the consumer is to be drawn in by the campaign
there must be a meaning, relevance and match-up. Therefore there is a specific role
for the public relations practitioner to make the right choice so that the campaign does
impact upon the consumer.
4.6.3 Are consumers affected by the celebrity?
Maeve Berry agrees that the consumer is often affected by a celebrity endorsed
campaign "Yes - I think customers feel that they relate to the celebrity if they are using
the same product as a celebrity which encourages them to use said product." Again
this complements the meaning transfer model as discussed by McCraken (1989) and
Erdorgan (1990) in that the 'meaning' of the product will be passed onto the
consumer.
However during the extensive research into the consumer thoughts on celebrity
endorsement, it was discovered by the author that this public relations tactic does not
impact upon all consumers. Celebrity endorsement has been found to do the oppositeto make them disinterested in the campaign. One participant in the focus group
expressed very concrete opinions on the whole area of celebrity association within
public relations campaigns. "Celebrity campaigns often turn me off the product or
service as it looks like the celebrity is just selling themselves - they often portray
themselves as holding morals but they often play on their famous name to make
money".
Another participant agrees with this statement by deliberating that issue that
"Sometimes the attributes of a celebrity turn me off a certain product - it makes me
question why the company hires a celebrity. If it's a good product then it should sell
itself".
Therefore we can see in the case of meaning transfer and match-up it does not always
work successfully on the consumer. Therefore it is the goal of the public relations
practitioner when selecting the celebrity that there are high levels of credibility and
match up present. Failure to achieve this can leave the consumer doubtful as to the
meaning associated with the campaign and the impression given by the celebrity.
For example although Penelope Cruz is seen as a good match for L'Oreal cosmetics
products, one participant stated that "Sometimes I wonder if people actually believe
that if they use the same mascara as Penelope Cruz they will look like her - it often
comes across as if the campaign is trying to seduce people". Therefore the researcher
questions is this an effective match?
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4.6.4 Is there an overall impact on the consumer?
Next the participants were asked if celebrity endorsement would influence them
within a campaign as an individual.
Although there was a mixed opinion among participants - some felt it would influence
them and others thought it wouldn't at all. All participants believed that it would one
hundred per cent influence the majority of people. One participant stated that "Some
may try to claim it doesn't impact on them but subconsciously it does".
It was agreed yes, one hundred percent by all participants. They also all agreed that it
depended on if you personally liked the celebrity or not.
People who are celebrities for a genuine reason can have a massive impact - good
actors and good musicians for example.
However another participant added that "If the celebrity endorses then they should
believe in the product to make an honest impact in the campaign". Therefore we again
see that meaning transfer from celebrity to product and then the consumer is
essential.
All participants agreed that to make a positive impact the celebrity should make an
effort to associate with only one brand. "It's hard to make an impact if they are
endorsing two different brands".
Consequently Susie Morgan believes that to impact upon the consumer celebrity
endorsement should not be over used within a campaign. "Well I don't think you
should jump from celebrity to celebrity for one particular company. I don't think it
helps to have a number of celebrities endorsing you're brand. Unless you have it
organically growing- so say for example a celebrity just happened to be using your
brand and if you could piggy back it then that's very positive. But if you were seen to
be having people propped up with the product it would not add to the credibility. But
then again it does depend on the situation and the scenario- you have to read it as it
comes. In my experience you usually try to get an ambassador that will stay with the
brand. Therefore as Evans (1998) speaks of the 'vampire effect' it links with what Susie
is saying. An endorser should have a strong relationship with the campaign so that it
does not 'suck' the life out of it. Should this occur, people will only remember the
celebrity and not the campaign in question.
"Often it's the people that aren't famous for anything in particular that have a heavy
endorser reputation - Kim Kardashian and Paris Hilton from example. The reason they
endorse such a large volume of products is because they want to make money off their
so called 'fame'". Again this participant is drawing upon the notion that a credible
relationship is essential for the impact on the consumer to be strong.
Deirdre Hynds agrees with this by saying that "I think it is potentially risky for a brand
to jump between brand ambassadors, you need a level of consistency that your
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consumers will feel more comfortable with. I think brands should have a timeline in
mind for a PR campaign, and reassess the success/failure of their brand ambassador
every six months"
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5. Conclusions and Recommendations
This chapter will involve drawing specific conclusions from the research findings. The
conclusions will be in relation to celebrity endorsement and its impact on public
relations campaigns and the consumer. This will be in relation to both the primary and
secondary research that has taken place in the previous chapters.
Recommendations will also be given for further research into this area by public
relations professionals in relation to using celebrity endorsement as a possible public
relations tactic. There recommendations were drawn together by the researcher based
on the information obtained from the whole process of the research study.
The core conclusion of this research study would indicate that although the definition
of what is a celebrity has become is changing rapidly - it is very influential way to
influence a target market within a public relations campaign.

5.1 Conclusion One:
Public Relations Companies use Celebrity Endorsement as tactic to connect with their
target audience.
The findings and analysis determine that there are many reasons that contribute to
why public relations practitioners choose celebrity endorsement as a public relations
tactic but the combination of the reasons found within the research study were all
aimed at connecting with the consumer. Celebrity endorsement is used for a various
amount of reasons;
To strengthen media relations
More media coverage
Enhance reputation
To project company and campaign messages
Offers special features that other tactics don't- a third party can sell the
campaign
Brand Value
To match a specific celebrity with a product
It may appear the celebrity is only involved in the campaign to enhance their
own public reputation.

There were also disadvantages identified with this PR tactic also
To strengthen media relations
More media coverage
Enhance reputation
To project company and campaign messages
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Offers special features that other tactics don't- a third party can sell the
campaign
Brand Value
To match a specific celebrity with a product
It may appear the celebrity is only involved in the campaign to enhance their
own public reputation.

Conclusion Two.
Celebrities are selected in accordance with how they fit with the campaign and its
aims.
From the research undertaken, there seem to be combination of factors taken into
account in relation to how celebrities are chosen to endorse a particular campaign.
From the literature studied, a number of models have been established throughout
time namely - meaning transfer, the match up hypothesis, the source attractiveness
and the source credibility model. However, a number of these models have certain
factors that have connections within them all. For example credibility and meaning
transfer share common objectives in that there should be a credible and meaningful
celebrity associated with the particular campaign so that this transfers faith and
meaning to the consumer in relation to the campaign.
All public relations practitioners that participated in the study gave feedback that was
in agreement with the literature discussed in previous chapters. All public relations
professional answered with these factors when asked how they selected particular
celebrities in planning public relations campaigns. They are listed in order of
importance in relation to the public relations professional.
•
•
•
•

Relevance
The match-up between celebrity and campaign
A unique presence
Attractiveness of the endorser

Consequently a combination of all the models of celebrity endorsement seems to be
taken into consideration by public relations managers when choosing celebrities to
endorse particular campaigns. No company researched seems to just use on particular
model when considering what celebrity to opt for when using endorsement as a public
relations tactic.
However credibility and match up consistently appeared in the information given by
respondents. These appeared as the two most vital factors when selecting a celebrity.
All professionals felt that it was essential that the celebrity was a credible source in
that they held meaning and integrity in relation to the campaign. All participants were
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in agreement that a celebrity must be credible to the campaign so that they would
create interest and loyalty to the brand of the campaign from consumers.
All professional participants constantly kept referring back to the importance of the
match between the celebrity and the campaign. They were all in agreement that this
was a core factor of developing a successful campaign. The public relations
professional must carefully look at the attributes that the celebrity withholds before
associating them with the campaign. If a relevant match-up is not present then the
success of the campaign will be highly questionable. Therefore the celebrity must
project the correct message to match the campaign messages.
If celebrity endorsement is carefully planned and implemented it can be highly
effective as a public relations tactic, all participants were in agreement that if used
properly within a campaign a celebrity can make communication levels strong between
the consumer and the campaign itself.

Conclusion Three:
Celebrity Endorsement can have both a positive and negative impact on the
consumer.
One of the main research questions was to discover how the tactic of celebrity
endorsement affects the consumer. This was essential to discover if celebrity
campaigns in the past had impacted the consumer and if this would reflect on future
campaigns. As the focus group allowed people to discuss their opinions on this topic, it
allowed the researcher to delve into how celebrity endorsement really impacted upon
the group.
The following elements inflicted upon the consumer:
•
•
•
•

Relevance
The match-up between celebrity and campaign
A unique presence
Attractiveness of the endorser

It is interesting to note that although all professional respondents said that physical
attractiveness wouldn't affect how they choose celebrities and they didn't see it to be
a factor that would affect the consumer. However, all consumers - especially the
female ones agreed that the appearance of a celebrity endorsing a product would have
an impact upon them. All consumers agreed that if an attractive model or actress it
would influence the product in the hope that some of this attractiveness would
'transfer' onto them.
However there were a number of factors that had a negative impact upon the
consumer also:
If a celebrity endorses a number of products
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•
•

If they appear only to be doing it for their own reputation
If the endorser is not a credible source it will not influence the consumer - for
example a reality television star.

Overall though the main conclusion from this research question was that consumers
are impacted by celebrity endorsement. Even though they may not always think that
they are, subconsciously the models of celebrity endorsement such as the match up
hypothesis, meaning transfer and physical attractiveness affect purchase decisions.

5.1 Final Conclusions
Celebrity endorsement is a tactic that can be hugely effective if applied in the correct
manner and to the correct campaign. From the research study and information
gathered from all participants it was found that it is an operational way of
communicating campaign messages to the chosen publics. With the right message and
celebrity - a campaign can leave a long term imprint in the mind of the consumer.
In Irish Public Relations celebrity endorsement is on a different level to larger celebrity
industries such as the United Kingdom and the United States of America. Therefore the
definition of the Irish celebrity may not be on the same par as the latter. However if
the celebrity is chosen with care then they can still be influential on the Irish
population.
Celebrity endorsement is something that should be incorporated more frequently into
Irish public relations campaigns as it will work with a number of consumer areas such
as charity, products, lifestyle and entertainment.

5.2 Recommendations
The author recommends that public relations professional continue to utilise the
tactic of celebrity endorsement in conjunction with public relations campaigns.
Practitioners must be ever aware of the importance of the relevant and fitting
celebrities that are chosen for campaigns in order to have a credible campaign and a
credible message.
In selecting a particular celebrity the public relations manager must consider the
following:
The history of the celebrity
Their relationship with the media
Their past endorsements - have there been too many?
Are they happy to deal with the media?
Do they fit in with the campaign aims?
By taking these considerations into account the public relations professional can give
the celebrity a good assessment when choosing and do as much damage limitation as
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possible. Again once these factors are assessed it will be much easier to determine
that they are a credible source and will match the campaign in question.
Within the study of the consumer throughout this research it was found that not all
consumers are impacted by celebrity endorsement within campaigns and often find
that it comes across that the celebrity may only be doing it for their own benefit. The
researcher recommends that when choosing celebrities, public relations companies
should test the concept of the celebrity and the campaign on a group of people with
selective sampling. By doing this, they can get concrete information in regard to how
certain consumers would react and behave in relation to a celebrity that is endorsing a
campaign. The fact that some participants were put off by a celebrity shows that
perhaps in some campaigns the credibility was not enough to influence people.
Therefore the researcher recommends that this should be closely researched before
implementing the campaign.
As there is very little research in relation to celebrity endorsement and public
relations, this made the literature review a challenging factor as information was
mostly in relation to marketing tactics not public relations tactics. If more research
takes place within this area it will allow for more in depth investigations to be carried
out. The more investigations that are undertaken on this topic, the more scope there is
for quantitative research and then actual statistics can be compiled into the impact of
celebrity endorsement on public relations.
There are many disadvantages that seem to be associated with the consumer. Future
research on this area would be very informative for public relations practitioners. As
this was only touched on within this study the researcher recommends further study
into this topic. This could highlight how the public relations company is affected by
negative connotations associated with celebrity endorsement.
Overall the researcher recommends celebrity endorsement as a tactic that will impact
upon public relations campaigns and the consumer.
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Appendix A - Invitation to Interview

Dear
My name is Berenice Geraghty and I am currently undertaking research in relation to
my thesis for the MA in Public Relations with New Media in Cork Institute of
Technology.
The dissertation title is to discover the Impact of Celebrity Endorsement on Public
Relations Campaigns and the Consumer.
I am looking to arrange an interview with you as with your experience, I would like to
get an insight into your opinion on this topic as research for my dissertation.
I look forward to hearing from you.
Kind Regards,
Berenice Geraghty
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Appendix B - List of Participants

Public Relations Professionals

•

Susie Morgan - Managing Director of Profile Communications

•

Eimear O'Brien - Managing Director of Eimear O Brien PR

•

Deirdre Hynds - Senior Account Executive - BeSpokeWithDirection

•

Maeve Berry - Managing Director of Maeve Berry PR

Focus Group Participants

Ciara Mahon - Sales and Marketing Executive
Cian O Regan - Public Relations Graduate and Intern
Noreen Aldvy/orth - Consumer
Claire Coleman - Consumer
Gavin Egerton - Consumer
David 0 Leary - Consumer
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Appendix C - Interview Questions

How would you define a celebrity?

How would you describe celebrity endorsement and its' role in Public Relations?

Would you think it is possible to apply a celebrity to any type of PR campaign?

Do you think the media has changed the consumers' opinion of celebrity?

What factors in your opinion would allow a celebrity endorsement to be successful in a
PR campaign?

Within consumer campaigns, do you think a celebrity can add a brand to the
campaign?

At your establishment why do you think using a celebrity would brand your company?

Do you think using a celebrity can add credibility to a brand of a campaign?

By researching the area of celebrity endorsement, there are different ways that
theorists have come up with that celebrity affects campaign and those would be things
like source attractiveness where the person is physically attractive and another main
one is adding credibility in the means that there is a good match between celebrity and
product. In your opinion what would you see to be the most important factor in
choosing a celebrity?

Do you think when using celebrity endorsement as a PR tactic it should be used
frequently or more or a once off strategy to create more media attention?
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In your own experience what kind of ambassadors would you have put with particular
campaigns?

Do you believe there are risks associated with using celebrity endorsement within a PR
campaign?

Nationally or globally what are the major effective celebrity endorsements that have
stood out to you as a PR professional?

Do you think celebrity endorsement will become more frequently used in the Irish PR
industry?

In relation to the media and celebrity and your PR company do you think its crucial to
have good media relations?

What kind of special features do you think a celebrity can bring to a campaign that
maybe you wouldn't get with other PR tactics?
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Appendix C - Interview Transcripts
Interview with Susie Morgan, Manager and Founder of Profile
Communications, Cork.

Clarion Hotel, Cork City 25*^ July 2011 7pm

How would you define a celebrity?
A celebrity is someone who is known in the media and in the general public for
whatever their area of celebrity is.

How would you describe celebrity endorsement and its' role in Public Relations?
Well it depends on the area of public relations, whether it's consumer PR or charitable
organisations. In general it helps that organisation whatever it may be to tell its story
and to get its story across to its audience may that be kids, may that be mothers,
whatever your target audience is, it helps you get your message across because they
already have a media profile and this helps in telling the story.

Would you think it is possible to apply a celebrity to any type of PR campaign?
No. There are certain types of campaigns definitely. If a business is going to launch it
doesn't necessarily mean that a celebrity will enhance their story. Maybe a case study
of their existing business would be would be more telling in that instance rather than a
celebrity. But it depends, it's a case by case basis. The majority - yes. An ambassador
for your brand or business is always going to be good for you in public relations.
Do you think the media has changed the consumers opinion of celebrity?
Oh yes, absolutely because I'm sure 20 years ago people that are now celebrities
would never have been considered celebrities. Andy Warhol was definitely right when
he said everybody in the future would get their fifteen minutes of fame.
What factors in your opinion would allow a celebrity endorsement to be successful in a
PR campaign?
When choosing the right celebrity there has to be a good fit and a good match. There's
no point if your brand is something cool and hip having someone who is fifty years old
talking about it. It doesn't really fit. Also that they are a good communicator, that they
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are able to tell their story and that even though they are celebrities and although
celebrities may not be altogether be comfortable being in the public eye a lot. They
may not be necessarily happy endorsing a product.
Within consumer campaigns, do you think a celebrity con add a brand to the
campaign ?
Absolutely it can be brand enhancing. For example, going back to the trendy product if
you wanted a better term something that targeted maybe late teens or early twenties,
then you would have someone that those people look up to endorsing a product so
that it can add weight to it, you might say.
At your establishment why do you think using a celebrity would brand your company?
Not just the campaign but Profile communications itself.
Well no, because you may never know when there are public relations behind a
celebrity.
Do you think using a celebrity can add credibility to a brand of a campaign?
Absolutely, it's always the third party that's important. If you have a company coming
out telling you how great their product is, it's not as easy or weighty as when a
celebrity is saying it, even in the instance where that person is paid to say it's still good
as people will believe it more when a third party is endoring the product on behalf of
the company.
By researching the area of celebrity endorsement, there are different ways that
theorists hove come up with that celebrity affects campaign and those would be things
like source attractiveness where the person is physically attractive and another main
one is adding credibility in the means that there is a good match between celebrity and
product. In your opinion what would you see to be the most important factor in
choosing a celebrity?
I would never base my decision on looks. Obviously if it was a beauty product, it would
be a good scenario. But in the majority and especially in Ireland I think the fit is very
important. People prefer you for different reasons, not just looks. Looks, yes can work
a certain incentive but I think the majority would go for the fit as opposed to physical
attractiveness.
So you think to create a long term imprint in the mind of the consumer that you would
go for the match up rather than physical attractiveness?
Absolutely because unless the pretty face is someone who's got a great personality as
well then that's a different story. Then they may be a very good fit no matter how they
look. Do you know what I mean? So unless I was doing something where it was
required I wouldn't be overly concerned about the looks.
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Do you think when using celebrity endorsement as a PR tactic it should be used
frequently or more or a once off strategy to create more media attention?
In your own experience what kind of ambassadors would you have put with particular
campaigns?

For example we have a charity called food for life and we have matched it with Rachel
Allen which is a very good fit. It is a Cork charity for children. She is a mother she lives
in Cork and she has given a great help to push it along very well. Otherwise I'm
working with Solar Stream and Ray Foley at the moment which is great because
everybody likes him and he's a bit of fun and he has a lot of energy so he's a good fit
with the campaign. Yeah, it does depend on the situation. You know over the years
there have been numerous different people sometimes you use models who are also
well known but DJ's do well essentially as their household names. With social media,
the world is changing and these guys have twenty thousand people following them on
twitter.
Do you think social media has changed the celebrity industry?

Oh absolutely, I mean you would ask a celebrity now to tweet your product so you
know it is very important to definitely change the makeup of PR and make PR much
more, you can't just have an offline campaign.
Do you believe there are risks associated with using celebrity endorsement within a PR
campaign ?

Oh yes absolutely, I mean if you associate them and then they go out and do
something horrific the next day well then your campaign is affected. You may have
sent photos to press of a celebrity who is your brand and then if they do something
horrific then you can't do anything about it. Of course there is always an element of
risk but you would just hope that in the case where the person is a risky individual if
they were known for being contrary in situations then there is no guarantee that you
would stay.In the majority you would stay with people who are reliable and who are
are long enough at the business to know how to play it.
Nationally or globally what are the major effective celebrity endorsements that have
stood out to you as a PR professional?

There are so many of them. I mean if you look at Loreal - their whole brand is about
people turning around and saying "Because I'm worth it". Ok, that can be a campaign.
As a PR endorsement it's a whole business. Especially if you look at Fiollywood all those
actors and actresses they get so much stuff for free in the hope that they will carry that
bag down the street. Celebrities are walking, talking publicity. Yes, it is a whole
industry in itself which in Ireland we touch on but in the rest of the world it
phenomenal.
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Do you think celebrity endorsement will become more frequently used in the Irish PR
industry?
Not necessarily, I think we have in certain industries but social media is going to
change that anyway you know you see that Kim Kardashian has one million followers
on Twitter and if you look at when they were closing roads in Los Angleles and they
didn't want people to use the roads so they got Kim Kardashian and one or two others
to tweet about it as they had so many followers. With social media now, a celebrity
can come from just social media. Anybody can have thousands of followers and that
can give you an awful lot of power. So the power has been taken out of traditional
media and being given to everybody really.
In relation to the media and celebrity and your PR company do you think its crucial to
have good media relations?
Oh of course, if you are in PR and you don't have good media relation then you have
nothing. That's what people pay you for.
Do you think having good media relation can help portray the celebrity in a positive
way?
For example even with a launch it would help attract people who want to know about
it so if you have a celebrity and then people want to go and meet the celebrity then
people will know about your launch and your product. Also in the papers a campaign is
much more likely to get published if there is a celebrity involved. A good picture can
portray good coverage also. If celebrity is the route you decide to go with it does give
you a better chance of cutting through.
What kind of special features do you think a celebrity can bring to a campaign that
maybe you wouldn't get with other PR tactics?
Obviously endorsement and the validation of endorsement when a third party is giving
your product, you don't get that necessarily with other tactics. You will also attract
media because a celebrity is involved in endorsing the campaign. It's very much on a
case by case basis.
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Interview with Eimear O'Brien MD of Eimear O'Brien PR, Thursday 4^^ of August 2011,
The Clarion, Cork City, 6:15pm

How would you define a celebrity?
I suppose I would see it as someone who stands out from the crowd, someone who is
very newsworthy, someone that when people hear the name they associate something
or a brand with this person. It has to be someone that has made a difference, even if
it's positive or negative.

How would you describe celebrity endorsement and its' role in Public Relations?
Well I think it's something that you have to be careful with. I think celebrity
endorsement is a very effective way of actually enhancing a media campaign because
people see the celebrity and especially if they like them or they agree with the media
campaign, their more likely to come to the event or are more likely to buy the product
or they might come to the launch. So I think it's a very effective tool of communication.
Do you think celebrity endorsement con by key to gaining national coverage in PR
campaigns?
Oh without a doubt, I think it depends on the celebrity because if you have a celebrity
who had done a lot of product endorsement they are not good necessarily but if it's a
celebrity who you haven't heard about for a while who hasn't been interviewed very
often. If they are going to front a campaign then it can make a massive difference.
Why does your company choose celebrity endorsement as a PR tactic?
I would see if it matches the client and the campaign that a client works on. For
example I do the publicity for the Galway Film Festival and we get a lot of A List
celebrities who would come to Galway for example like Jessica Lang has been there.
Jeremy Irons came and endorsed the festival about three years ago and it was massive
for him to come. All the national media instantly took a very in depth interest in the
programme and I'm not saying they wouldn't have without Jeremy Irons, it just added
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a speciality to the programme and all kinds of media became involved such as print,
radio and television.
How would you choose celebrities to go with and o particular PR campaign?
Well r'd look very carefully to see first of ail what the aim of the campaign was from my
clients point of view to what they hoped to get from it and I would have to see if the
celebrity matched the brand and matched the campaign because if you have an ill
matched celebrity on a campaign then you may not get the reception that you wanted.
With celebrities you can divide them into A list, B list, C list and D list and if you have a
very high end product you do not want a D list celebrity promoting it and giving less
than what you want. So I would look and make sure that my celebrity would match the
sector. For example if it was a sporting event it can be very effective or within the arts
and they would increase the coverage and interest. In my opinion it has to be a very
good match, otherwise it just doesn't make sense.
What factors do you look at when selecting a celebrity?
One, that their newsworthy would have to be the most important thing, I think that
they haven't done too much endorsing as if I select a celebrity to represent a product
and then a week later their doing a different product it takes away from the product. I
suppose again that they match and the campaign and the product. They also have to
be happy to deal with the media because you could have a celebrity who for some
case may not want to work with the media and you need celebrities who are happy to
speak on radio and to be in photos if you are to get value from your celebrity.

Would you think it is possible to apply a celebrity to any type of PR campaign?
I think it depends what you define a celebrity as - some people may see it as a pop star
but it depends on the field I do a lot of work in politics and having the backing of
someone who is very reputable in a political field, it might not get you the column
inches that you would from a celebrity endorsement but it can give the campaign more
credibility that will help in the long run but I think you have to be very careful who you
are classifying as a celebrity, where do you draw the line?
Do you think the medio has changed the consumer's opinion of celebrity?
I think the media has created all of these celebrities such as A list, B list, C list, D list
right down to Z list and also reality TV. There are so many people classified as celebrity
so if you have a high end product or a high end service you really need a high end
celebrity to match that.
Do you think celebrity endorsement can influence the consumer?
I think so but again if it's the right fit. You only have to look at Jamie Oliver and
Sainsbury's and I'm big into food and for eleven years when you think Sainsbury's you
think Jamie Oliver. He had good quality, organic healthy food. If you look at Tiger
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Woods and Nike, he is still endorsing it despite his troubles over the last year. It shows
just how strong the brand Tiger Woods was with Nike. I just think a celebrity can be
very, very effective if it's the right one.
At your establishment why do you think using o celebrity would brand your company?
No, I don't at all. I think the PR Company is always behind the scenes, the endorsement
should brand your client. It shouldn't brand the PR Company.
Do you think using a celebrity can add credibility to a brand of a campaign?
I think you have to be careful, like there are certain celebrities for example if you look
at Kerry Katona and she gets loads of coverage and a lot of column inches and if she
was matched with a product that didn't fit I think that would put people off the
product. So if you get someone who you feel fits very well like if you look at Rachel
Allen and 0 Brien's sandwiches. Again she's healthy, she's female, she runs her own
family, and she's a mother it fits in very well to what 0 Brien's sandwiches are trying to
communicate.
By researching the area of celebrity endorsement, there are different ways that
theorists have come up with that celebrity affects campaign and those would be things
like source attractiveness where the person is physically attractive and another main
one is adding credibility in the means that there is a good match between celebrity and
product. In your opinion what would you see to be the most important factor in
choosing a celebrity?
I think match up and credibility are the most important. I think physical attributes are
very subjective. I think it's more the persona of the celebrity. I think of you want a
model and you want to endorse a product, having a very pretty girl is very effective. If
you look at Rosanna Davidson, she sells products very effectively but she doesn't
represent the same product all the time. A lot of models do endorse different products
but I would think of celebrity as more long term. The whole time you use a celebrity to
build up your brand to make a long term name.
Do you think when using celebrity endorsement as a PR tactic it should be used
frequently or more or a once off strategy to create more media attention?
Sometime times with celebrity endorsement it isn't just a once off slot. Like if you look
at any of the examples I've given such as Tiger Woods I think if you get the right match
it can be like sponsorship. Sometimes if you sponsor something for too long you know
if you have the same celebrity for too long people kind of get a bit bored so I think it is
good to match and change. For a once off campaign it can be very effective to bring in
a celebrity. For example Rory Mcilroy going to Flaiti and becoming an ambassador, it
just enhances his profile. I don't think it matters whether it's an event, a festival or a
product if you have the right match you will get coverage.
Do you believe there ore risks associated with using celebrity endorsement within a PR
campaign ?
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There are huge risks because if a celebrity doesn't behave the way you want them to
behave. For example if you have a celebrity and they are endorsing a family related
product and next thing they are seen drunk on a night out and they are all over the
tabloid papers that will affect your brand. If you were trying to portray a family image
for example and you look at Kate Moss when she was exposed as taking drugs she lost
a lot of her modelling contracts because she didn't fit the match. I would say there are
huge risks but if it works the benefits outweigh the risks. It will get you coverage one
way or another.
Whot have you seen as an unsuccessful PR Campaign?

Well Kerry Katona for Iceland - hugely unsuccessful. Even if you look at the Nestle
campaign although they did not use a celebrity it was a hugely unsuccessful campaign
by encouraging mothers to use milk that was not healthy for their babies. If a
campaign is unsuccessful then it will carry on for years so the long term effects have to
be taken into consideration.
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Do you think when using celebrity endorsement as a PR tactic it should be used
frequently or more or a once off strategy to create more media attention?
I think it is potentially risky for a brand to jump between brand ambassadors, you need
a level of consistency that your consumers will feel more comfortable with. I think
brands should have a timeline in mind for a PR campaign, and reassess the
success/failure of their brand ambassador every six months (pending on the nature of
the brand and the level of spend involved)
In your own experience what kind of ambassadors would you have put with particular
campaigns?
Historically I would put celebrities with a strong family connection forward for
'homely' brands; iconic family favourite foodstuffs, insurance, etc. I would propose a
celebrity who had some indirect / direct experience with a particular ailment/problem;
a female presenter who experienced alopeacia, bullying, etc to front a charity. I would
propose a trendy fashionable musician or actor to front a campaign that was aimed at
the younger demographic of 18-30.
Do you believe there are risks associated with using celebrity endorsement within a PR
campaign ?
I believe that there are huge risks possible inherent with the utilisation of a brand
ambassador, human beings may be bound to financial contracts which dictates their
behaviour, but this does not offer a complete buffer or level of protection for the
client.
Nationally or globally what are the major effective celebrity endorsements that have
stood out to you as a PR professional?
A good current example that has stood out to me for ultimately the wrong reasons is
the Weight Watchers campaign. The PR company for WW are probably at this moment
in time rubbing their proverbial hands in glee with the success of Jennifer Hudson's
endorsement. I personally think that it is very hard to see a long term positive outcome
in this instance. Hudson has already dropped an astronomical amount of weight,
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taking her from a former size 22+ to a now size 10. This sounds like the ideal scenario
for a weight loss company, however i think that Hudson has already lost a very
important element of her success as the brand ambassador, and that is readability. It is
surely much harder for the 'normal' woman who copes with the eternal struggles to
lose that couple of pounds to relate to Hudson who is now a shadow of her former
self. I would also be concerned that Hudson could potentially lose too much weight,
especially as there is so much hype about her current weight lose, if she goes too far
this will have disastrous ramifications for the brand that she is representing who
promote a positive attitude to eating and excerise.
Nationally I like the association of the most recent ISPCC ad campaign with Mark
Feehily, Laura Whitmore, Saoirse Ronan, and Louis Walsh
Do you think celebrity endorsement will become more frequently used In the Irish PR
Industry?

It is all relative, as the cult of celebrity increases, so too will the usage of brand
ambassadors, it will peak though it is hard to predict when, it will be a case of celebrity
ambassador fatigue once the market is saturated.
In relation to the media and celebrity and your PR company do you think its crucial to
have good media relations?
I think it is essential, ultimately, if the story is of interest/relevance it will be picked up,
but having good media relations certainly makes the job that bit easier!
What kind of special features do you think a celebrity can bring to a campaign that
maybe you wouldn't get with other PR tactics?
Personable investment and interaction with target market, gravitas, credibility,
newsworthiness, and empathy.
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Appendix D - Focus Group Transcript

Focus Group

-

To get consumer opinions on the impact of celebrity endorsement in

Public Relations Campaigns.
Location - Cork Institute of Technology 13^^ August 2Q10, 2pm

The aims and objectives of the focus group were as follows:
1 .To get the consumers perception on celebrity and celebrity endorsement.
2. To discover if there is a link between celebrity endorsement and public relations.
3. To find out what impacts the consumer in a celebrity endorsed campaign.
4 To investigate whether this is a successful strategy for the consumer in relation to
their purchase decision.

The main topics addressed during this method of research were:
1. Celebrity Culture.
2. Celebrity Endorsement as a PR tactic.
3. The media and celebrity.
4. What kinds of campaigns are deemed to be successful or unsuccessful?

A summary of the main findings of the focus group are discussed below:
The moderator first asked the participants what their own personal definition of a
celebrity was. The various definitions are listed below:
•

Someone who is in the media every day or frequently, in magazines or in
papers.

•

Someone that you would recognise

•

Someone in the public eye

•

The most interesting definition of celebrity is as Ricky Gervais said "To be a
celebrity you have to kill someone in an interesting way. What he meant by it
was its not about becoming well known, it's what you become well known for

•

These days it is just as good to be infamous as famous

•

A lot of celebrities today don't have any unique talent, they just endorse loads
of products to try and make themselves famous

•

If you look at Big Brother - just because they are on TV makes them a celebrity.

•

Someone that's well know, that did something and acquires a talent
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Participants were next asked to give some buzzwords that they would associate with
celebrity
•

Famous

•

Synonymous

•

Well-Known

•

Limelight

•

Status

The moderator next asked participants to describe how they seen celebrity
endorsement as having a role within public relations:
One participant said "That it's a tactic where you can constantly attract someone to
the brand and if you have an endorser over a long period of time it will attract people
to launches etc. But the endorsement would have to reflect what they are well known
for. It can't be ridiculous. Like if you look at Craig Doyle and UPC, he's seen as young
and cool so that's good for UPC by using him as an endorser".
Another said that "They use celebrities because often companies CEO's or managers
are not well known and this won't entice people to buy a product or service, basically
you need to hire someone's reputation."
Another participant added to this "I think it adds to the reputation of the celebrity and
the reputation of the company and that's where the link is". All participants agreed
that the link had to involve a celebrity that had a large following for the link to be
effective.
One participant stated that if the link between PR and the celebrity is good then it will
be effective "Like if you look at the Kardashians - they could sell anything to anyone"
Next the moderator introduced the topic of the medio and celebrity. The question was
posed as to how the participants thought the media portrayed celebrities.
One participant answered with "It's massive, it's huge, because whatever the tabloids
say then people tend to believe even though a lot of the time the information might
not be accurate. For example if Heat magazine says something about Cheryl Cole, I
might not necessarily believe that it's true but I'll read it anyway."
The next participant to speak said that "People's perceptions of the celebrity will
change straight away once they read something".
"If a celebrity is all over the media, like in the form of media saturation then you tend
to go off them. If you look at Cheryl Cole again- first she was the darling and the
sweetheart of the nation and then when the media say unfavourable things about her
people are suddenly of the opinion that they don't like Cheryl any more".
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Another participant added the example of Jade Goody - "In the beginning she was
hated, then loved, this followed on to her being speculated as a racist and when she
got cancer she was a heroine".
Two participants added to the discussion by stating that the media often portray
actors in a good light that a genuinely respected for doing something good, for
example, George Clooney and Angelina Jolie. They are often in the times and viewed as
serious celebrities who support high end products and brands.
One of the participants continued to discuss Angelina Jolie and the fact that she is now
the face of Louis Vuitton. The participant discussed "This is obviously because she is
seen as being a serious high end product endorser. Whether or not you agree with it
that's how the media portray her and that's why she's attached to such a high end
product. How they are portrayed in the media will influence what companies use them
in PR campaigns
One of the male participants added that if you look at Ryan Giggs and the amount of
bad press that he has received that men don't really care about things like that - they
like soccer and therefore they like him.
Participants were next asked what attributes they would look for in an endorser
One participant said "relevance is essential, it cannot be a random endorser, there has
to be a relevance to what they celebrity is saying about a campaign and what they are
known for. For example of Breffney Morgan of the Apprentice was endorsing a fake
tan - then I'd ask the question - Why?
Another participant added that "Sometimes the attributes of a celebrity turn me off a
certain product - it makes me question why the company hires a celebrity. If it's a
good product then it should sell itself".
The same participant added that "Sometimes I wonder if people actually believe that if
they use the same mascara as Penelope Cruz - it often comes across as if the campaign
is trying to seduce people.
Another participant added that "Celebrity campaigns often turn me off the product or
service as it looks like the celebrity is just selling themselves - they often portray
themselves as holding morals but they often play on their famous name to make
money".
"Often I think lower end products are endorsed to a higher level - so what does that
say about higher end products?"
"It would need to be new person with a clean cut reputation. The best time to get
someone to work well within a campaign is early on before they begin endorsing
products. This attribute is important as if they have already endorsed many campaigns
then the consumer will take less notice. It needs to be someone unique to the
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campaign. For example if you look at George Foreman he is known solely for the grill
even though he may have endorsed a number of other products".
The next topic of discussion was whether a celebrity endorsed campaign would
influence the participants to purchase.
There were a number of opinions which are outlined below:
•

Depends on the celebrity

•

Depends on the brand

•

Yes if you look at Charities like the Irish Guide Dogs and Roy Keane. He has
done some amazing things and consumers are attracted to the charity because
of him.

•

Another participant added to this point "In regard to a charity I would have to
truly believe the celebrity wasn't just doing it to benefit themselves and their
own reputation. Often with charities you think that the celebrity doesn't
believe in what they are doing, often I am of the illusion that they are doing it
just because their publicist said it would look good for them".

•

"I have an interest in sport so I think that would influence me if I thought the
person used the product.

•

The male participants discussed the fact that they did not think that males were
as easily influenced by the celebrity as the female population.

Next the participants were asked if they thought the match between the product and
celebrity was important.
All participants agreed that a good match was essential for a successful campaign.
"If there's relevance you trust it more".
For some consumers it is more important, if they make considered choices they will
know what they are going for. For example Jennifer Aniston is famous because of her
hair, therefore she was seen as a major face of L'Oreal so if people want fabulous hair,
they will look to her as an example.
"I think the younger would be influenced highly by an effective match - For example a
campaign with Justin Bieber, The Jonas Brothers or Miley Cyrus at the front of it would
cause a huge stir and get a large following"
One participant gave the example of Kevin Dundon and Supervalu - "People who like
food, like cooking and like him will use the recipes - its logical and it's the perfect
match up".
Participants were next asked if they thought Irish Public Relations should engage more
with Celebrity Endorsement as a PR tactic.
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All participants agreed that in Ireland there is not a huge celebrity culture.
"There aren't many major names, a lot of the celebrities here are Z list - unlike the UK
or America where there are so many A list".
"A lot of Irish celebrities have a mock like reputation such as Linda Martin or Twink with that; it's hard for PR to engage with it as a tactic".
"If you look at the launch of the RSVP magazine - the editor was laughed at as there
are not enough celebrities in Ireland to fill the pages. Sile Seoighe has already been on
the cover four times
"Look at Brian Ormond and Pippa 0 Connor getting a new TV show in the new RTE
season. No one will want to watch that - they are trying to become famous for years".
Often though the celebrity connection is expected these days even in the line of
politicians etc., they go to four events in a day, only one press release gets in the paper
and it's the PR person's job to make the endorsement effective to write the most
interesting press release and to take the best shot. It's now expected in Ireland as well
as anywhere else to get a name attached to a campaign to get it noticed and a
celebrity can do this.
Next the participants were asked if celebrity endorsement would influence them within
a campaign as an individual.
Although there was a mixed opinion among participants - some felt it would influence
them and others thought it wouldn't at all. All participants believed that it would one
hundred per cent influence the majority of people. One participant stated that "Some
may try to claim it doesn't impact on them but subconsciously it does".
Participants all unanimously agreed that there were major risks involved in using
celebrity endorsement as a PR tactic.
"In the terms of the celebrity if they did something unfavourable then both the
campaign and the company involved would be affected."
"However if you look at Kate Moss - there were huge doubts with her as she had been
sacked by Burberry but they still hired her back again".
"The celebrity needs to have a good following and reputation, this should be
considered before associating them with the campaign".
The next section of the focus group involved asking contributors to think of successful
campaigns that they had encountered.
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Here the participants struggled to think straight away of campaigns that had stood out
to them.
The obvious L'Oreal "Because I'm worth it" was at the top of the list with all
participants - Cheryl Cole and Jennifer Aniston being the main faces they would
associate with the brand.
"Look and Jamie Redknapp and his wife Louise with the Nintendo Wii - that was really
successful as it showed them and their family having fun and having a good time".
Davina McCaul and her work out videos always entice people to buy because she
herself has achieved weight loss through her routines.
"Jamie Oliver and Sainsbury's - when I lived in Scotland I used to shop there solely for
that reason that he was associated with it".
However participants had no problems in coming up with campaigns that they thought
had been unsuccessful.
•

Kerry Katona and Ice Land

•

Kate Moss and Burberry

•

David Beckham and Brylcreem - when he shaved his head

One participant enforced that "I think it comes back to the media again - who they like
one week and who they dislike the next week - it can make or break a campaign".
Overall at the end of the focus group, the moderator asked the participants if at the
bottom line they thought that Celebrity Endorsement would impact upon the general
public in relation to a campaign.
It was agreed yes, one hundred per cent by all participants. They also all agreed that it
depended on if you personally liked the celebrity or not.
People who are celebrities for a genuine reason can have a massive impact - good
actors and good musicians for example.
However another participant added that "If the celebrity endorses then they should
believe in the product to make an honest impact in the campaign".
All participants agreed that to make a positive impact the celebrity should make an
effort to associate with only one brand. "It's hard to make an impact if they are
endorsing who different brands".
"Often it's the people that aren't famous for anything in particular that have a heavy
endorser reputation - Kim Kardashian and Paris Hilton from example. The reason they
endorse such a large volume of products is because they want to make money off their
so called 'fame'".
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